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Rough Proofs Refute Claim War 


There are people who never know 


a war 


is on until something terrible 


happens to them, like not being able 
to get a Coca-Cola down at the cor- 
ner drugstore. 


It t 


= woe 


akes between 15 and 20 years 


to build up effective demand for ap- 
pliances, says G-E. Does this mean 


the housewife doesn’t get interested | 


in an electric refrigerator as long | 
as the iceman stays young and 
handsome? 

ee 


Maybe Don Wilson can take it, 
but the addition of a cola Jell-O is 


going 


to interfere somewhat with 


his rhythmit elucidation of the six 
delicious flavors. 


“WPB Tightens 


, = 


Rubber Edict, 


Sets New Figure.’’—Headline in Ap- 
VERTISING AGE. 
And if the rubber situation gets 


much 


tighter, it’s the girls who'll be 


displaying some new figures. 


,  ¥ 


Rubber heels, says Paul S. Willis, 
will take the place of rubber tires 


for salesmen. 
give out, you can count on the sales- | 


Even if rubber heels 


men to get on their toes. 


a a 


Pillsbury’s offer of sterling silver 
as flour premiums has attracted a 
lot of attention, but think what a 
sensation it would have been if they 
had offered something in copper or 


aluminum. 
vg#¥tes yy? 
After a 10-year lapse, Snider 
Packing Company is resuming ad- 


vertis 
may 
time 
didn’t 


ing of Snider’s catsup. 
have spent the intervening 
trying to find someone who 
pronounce it ketchup. 


They 


a je 


Offering a new high in research, 
National Turf Dailies have made a 
market survey of race track fans. 


The fi 


nancial status of a horse player 


before and after visiting the track 


is son 


1ething only a Clem McCarthy 


can fully appreciate. 
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Side may consist of century plants. | impairment 


deli, 
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iald Duck is all set to help the 
ial Revenue Bureau collect in- 
taxes as painlessly as possible. 
slogan of the Bureau and 


d will be, “When you pay that, | 


, FF F¥ 


e Clemons Farm in Washing- 


raising Douglas fir trees 
will be ready for the market 
0. A nice crop grown on the 


, @ 


ies are going to hamper 


Threatens Life 
of Magazines 


NPA Telegram Assails 
"Research Bureau" 
Questionnaire 


New York, Feb. 6.—Advertisers, 
agencies and publishers were taken 
| aback this week by receipt of a letter 
announcing that “because of the 
war some of the best known maga- 
zines in America may have to sus- 
pend publication within the next 12 
months,” and asking recipients to 
indicate which magazines “are most 
necessary to America and the Ameri- 
can way of life—which ones should 
continue publication throughout the 
war.” 

The inquiry emanated from “The 
Research Bureau,” 15 W. 48th street, 
New York, and bore the signature 
“Anne Wallace.” Neither the bu- 
reau nor the individual is listed in 
the Manhattan telephone directory. 
The return postcard, on which 
three lines were drawn for a listing 
of “the magazines most important 
to America,” was directed to Room 
2819, at the W. 48th street address. 
Investigation revealed that 15 W. 
| 48th street is the side entrance to 
| the Time & Life bldg., and the 28th 
floor is occupied by Time, Inc. 

Indignation over the letter ex- 
pressed by publishers and a flood of 


inquiries from agencies and adver- | 
Publish- | 


tisers moved the National 
ers Association to dispatch a tele- 
gram today to users of magazine 


space denying that the existence of | 


magazines was threatened 
war. The telegram said: 
“Our attention has been called toa 
letter with accompanying question- 
naire sent out over the signature 
of The Research Bureau. There- 
in it is strongly intimated that ow- 
ing to war conditions many impor- 


by the 


jtant national magazines may be 
obliged to discontinue publication 
within 12 months. 


“Such an intimation is destructive 
and unwarranted. We have been 
closely in touch with Washington 
officials and have found them with 
an understanding of the importance 
of magazines in the creation of na- 
tional unity, the maintenance of 
morale and the distribution of that 
| country-wide information necessary 
|to the accomplishment of war aims. 


|}situation which would lead to any 
| apprehension or uncertainty as to 
|the continuity of the services ren- 
|dered to readers and advertisers by 
magazines. The magazines will con- 
tinue publication without serious 
of either quality or 
| quantity.” 

| The “Research Bureau” question- 


he le . | ‘ , . 
Restrictions in department store | naire, which is reported to have 


been sent to more than 5,000 adver- 


everybody except the enthusiastic | tisers and agencies throughout the 


Shopper who regularly returns this | country, quoted “the late, great 
week what she bought last. | Senator Borah” as saying: “A well 
— | informed people is a strong people 
(Continued on Page 30) 
It .eems only fitting that a staff 

member of the Buffalo Broadcasting DIRECTORY OF FEATURES 
emp ny should be entering the Ad-libbing 12 
minis'ry, turning easily from the Admen in the Armed Forces 28 
*ther ‘o the ethereal. Basic Business Index 32 
| Business Digest 23 
=e oe | Business Listening Post 29 
New York department stores are | Editorials 12 
helpin to save paper by requiring | Setting Personal 24 
‘ewer proofs. And maybe the lads Information for Advertisers 12 
‘nd lassies in the copy department | Obitueries ; 33 
‘ould help some by getting it right | Photoorephic Review = 
the fire: time . | Rouah Proofs 1 
5 Test Campaigns 31 
Copy Cus. Voice of the Advertiser 16 


“There is nothing in the existing | 


BRITISH NEWSPAPER ADVERTISING AT A GLANCE 
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The relation between commercial and government advertising in Britain during 
the Jan. 1940-Sept. 1941 period is shown in this chart, from the London office 
of Lord & Thomas. Figures at the right are in pounds, with 000's omitted. the 
shaded area represents commercial advertising; the black area government space. 
British newspaper advertising volume in 1940 was 29.1 per cent less than in 1939; 


15.8 per cent less than in 1938. 


(Story on Page 33). 


Hecker Picks Up 


1 


Ford Dealers Use 


Ex-Dog Food Show; Copy as Company 


United Fruit Takes CBS 
_ Correspondents’ News 
Roundup 


New York, Feb. 4.—Another radio 
advertiser became a priorities cas- 
ualty this week Modern Food 
Process Company decided to drop 
its sponsorship of the Moylan 
|Sisters, aired for Thrivo dog food 
on 25 Blue Network stations, effec- 
Feb. 8. Inability to obtain 


as 


tive 
adequate packaging is understood to 
have caused the move. The pro- 
gram will be picked up immediately, 
however, by Hecker Products Cor- 
poration for H-O cereal, effective 
with the Feb. 15 broadcast. Hecker 
will continue the program in its 
present spot, 5 to 5:15 p. m., Eastern 
War Time, over 11 stations and will 
possibly increase the list later on 

Acquisition of the Moylan Sisters 

(Continued on Page 32) 


| 
| 


Capt. Flagg to B-W Readies Drive 


Conservation, Budget 
Plan Emphasized in 
Dealer Ads 


Detroit, Feb. 5.—With Ford deal- 
ers already in the field with their 
own copy promoting car service and 
a budget plan of financing, the Ford 
Motor Company was understood 
this week to be putting the final 
touches to a new company-spon- 
sored advertising campaign. 


No announcement of Ford plans 


to advertise in the customary na- 
tional magazines and 
has been forthcoming since officials 
disclosed almost a month ago that 
the Ford Sunday Evening Hour—a 
landmark of network radio—would 


be suspended indefinitely after the 
March 1. broadcast. One of the 
Ford agencies, Maxon, Ine., has 


prepared a new campaign, however, 
(Continued on Page 34) 


Last Minute News Flashes 


Sealright Company Names J. M. Mathes 


New York, Feb. 6.—Sealright Company, Fulton, N. Y., 
milk closures and containers, has placed its account with J. 


Inc. 
sumer advertising. 
magazines. 


manufacturer of 
M. Mathes, 


Plans are being developed for continuation of the company’s con- 
Last year Sealright spent an estimated $35,000 in 


| Charles of the Ritz Steps Up Its Campaign 


New York, Feb. 6.—Stepping up its appropriation for the fifth consecu- | 


tive year, Charles of the Ritz, cosmetics, will add Good Housekeeping 
and Ladies’ Home Journal to its current schedule comprising Harper's 


Bazaar, The New 


Yorker and Vogue. 
bath line, will break in April issues. 


A new campaign, introducing a 
Magazine expenditures this year 


will be 50 per cent ahead of the $40,000 appropriation reported last year. 
Abbott Kimball Company is the agency. 


Cooperative League Raises Ad Fund by Selling Stamps 


New York. Feb. 6.—The Cooperative League of America has launched 
a stamp sales plan through member co-ops in an attempt to raise $50,000 


for a proposed radio campaign. 
co-ops for resale to customers 


Penny stamps are being sold to local 
The group will meet next month to try 


to decide details of the advertising effort. 


Mutual Billings Exceed Million Dollars for First Time 


the million dollar mark for the 
history last month 


102.8 per cent over January, 1941. 


New York, Feb. 6.—Mutual Broadcasting System billings exceeded | 
first 
The January total was $1,024,512, an increase of 


time in the chain’s 


seven-year 


| 
newspapers | 


Consumer Institute 


Folds at Stephens; 


Leaders Join OPA 


Consumer Division to 
Add Mendenhall; Sloan 
to Be Advisor 


Washington, D. C., Feb. 5.—An 
official spokesman for the Consumer 
Division of the Office of Price Ad- 
ministration told ADVERTISING AGE 
today that proposals for the trans- 
fer of the Institute for Consumer 
Education to the government had 
been rejected, but that both the 
sponsor and the director of the In- 
| stitute are joining the Consumer 
Division. 

Harold Sloan, head of the Sloan 
Foundation, which has _ sponsored 
the Institute, will serve the federal 
agency as an advisor. James Men- 
denhall, director of the Institute, 
will be in charge of program mate- 
rials work in the consumer relations 
section. In coming to Washington, 
Mr. Mendenhall rejoins John Cas- 
sels, his predecessor as_ Institute 
director, who assistant director 
of the Consumer Division. 

May Move to Harvard 

It was also learned here that the 
| Institute will not be re-established 
) at Stephens College, Columbia, Mo., 
| after the war, but will probably be 
| moved to some other campus, most 
| likely Harvard. Mr. Cassels was on 
_the Harvard staff before becoming 
| head of the Stephens enterprise. 
The developments occurred to- 
day after President James M. Wood 
of Stephens College advised ApvErR- 
TISING AGE that it had been decided 
to terminate activities of the Insti- 
tute with the beginning of the new 
Stephens semester, a move which 
he said was decided on with the ap- 
proval of the Sloan Foundation in 
December. 

The Institute for Consumer Edu- 
cation was set up early in 1938 by a 
|grant from the Alfred P. Sloan 
Foundation, which gave it initially 


IS 


the income from a _ million-dollar 
fund. Announcing establishment of 
the Institute in its Feb. 21, 1938, 


issue, ADVERTISING AGE reported: 
“The Institute has no intention of 
raising the cry of ‘caveat emptor,’ 


| according to Harold S. Sloan, foun- 


dation 


Cassels, 


director, and Dr. John M. 
head of the Institute. On 
the contrary, they pointed out, it is 
hoped that by instilling a more in- 
telligent attitude in the consumer, 
reliable industry will be benefited.” 

Despite these early assurances, 
business and industry generally 
have tended to look with some dis- 


| favor upon the activities of the 


Institute, and there has been a ris- 


|ing volume of conversation to the 


effect that original concepts were 
more and more being discarded, and 


that operation of the organization 
was proving’ increasingly em- 
barrassing not only to the Sloan 


Foundation, set up and financed by 
Alfred P. Sloan, Jr., General Motors 
chairman, but also to the manage- 
ment of Stephens College. 


Meetings Hold Spotlight 


The Institute has been active in 
gathering and disseminating mate- 
rial in the consumer education field, 
but has created its greatest stir in 
consumer circles, and particularly 
in business circles, through the an- 
nual conferences which it inau- 
gurated in 1939 and carried on in 
1940 and 1941. At these two- and 


three-day conferences, held in April 
some 400 to 600 educa- 


each year, 
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tors, consumer leaders, business and| 
advertising executives have been | 
given a sort of intensive short} 
course in consumer education. 

The 1939 conference was a com- 
paratively mild one, as far as the} 
advertising world was concerned, | 
principally because few business | 
representatives attended, but the 
conference of 1940 developed into 
a hammer and tongs battle over 
advertising and stirred tremendous 
discussion in the advertising world. 

One feature which particularly 
irked some business representatives 
who attended was the fact that Con- 
sumers Union invariably held a 
luncheon meeting of its own during | 
the conference, and while this 


“Let me see, did I include WF DF 
Flint, Michigan, on my list?” 


luncheon was carefully held at a 
downtown hotel instead of on the 
Stephens campus, many considered 
that Prof. Colston Warne and his 
Consumers Union cohorts played a 
disproportionately impressive part 
in the proceedings. 


FTC Cites Trommer 

The Federal Trade Commission 
has issued a complaint against John 
F. Trommer, Inc., Brooklyn, charg- 
ing misrepresentation in the sale of 
Trommer’s White Label beer. The 


complaint alleges that Trommer re- | 
duced the content of its bottles from | 


12 to 11 ounces following imposi- 
tion of the federal defense tax July 
1, 1940. Although the reduced con- 
tent was given on the label, FTC 
contends that the failure to change 
the bottle size or shape left pur- 
chasers unaware of the reduction. 
The complaint further charges 
Trommer with advertising that it 
was absorbing some of the new tax, 
when in fact the reduced content 
more than compensated for the tax 
cost. 


Takes 3-Column Copy 

Canadian Home Journal, Toronto, 
has added a three-column, full-page 
depth unit to its advertising rate 
card. The new size will cost $1,031 
for black-and-white; $1,267 for two 
colors; $1,525 for four colors, with 
15 per cent added for bleed size in 
all cases. 


Butler, Mygatt 
Head ‘Liberty’ 
Editorial Staff 


New York, Feb. 5.—Fulton Ours- 

ler has resigned as editor of Liberty, 
but will continue to contribute to 
ithe publication from time to time, 
jand Sheppard Butler has been 
named executive editor of the pub- 
lication. Mr. Butler returns to the 
|post which he held from 1928 to 
1931. 

Gerald Mygatt, formerly managing 
editor of This Week Magazine for 
four years, and before that with 
Cosmopolitan and Good Housekeep- 
ing, has been made editor of Liberty. 

Lee Pasquin, a member of the 


editorial board of Liberty for 15 
years, will continue as managing 
editor. 


Rayon Allocated 

All rayon producers have been 
ordered by the War Production 
Board to set aside a larger per- 
centage of their output for hosiery 
manufacturers. With silk no longer 
available and nylon getting scarce, 
the action was taken to assure the 
hosiery industry of an adequate 
supply of yarn to meet military and 
civilian requirements. 


. ¢ TOLEDO 
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Now 
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DOUBL 


HIGH FACTORY WAGES 


|sion of the law for their “patriotic | 


HIGH FARM INCOME 


products,” divided into groups “for the 


OPA Not Willing 
to Suspend Wool 
Labeling Act 


Washington, D. C., Feb. 4.—Tex- 
tile interests seeking suspension of 
the Wool Products Labeling Act for 
the duration of the war because the 
quality of many woolen goods will 
have to be reduced may expect no 
sympathy from the Consumer Divi- 
sion of the Office of Price Adminis- 
tration. 

Dan A. West, deputy director, is- 
sued a statement yesterday praising 
members of the wool and textiles 
industries who are opposing suspen- 


| 


foresight in their declaration that 
the public should have more infor- | 
mation about the things they use, | 
not less, in wartime.” 


“Would Be Disastrous” 


Mr. West declared it would be 
“disastrous to civilian morale” to| 
deprive consumers of information | 
on fiber content of woolen goods, 
as required by the act which took | 
effect last July after a legislative | 
history of about 30 years. 
| “If consumers were now suddenly 
deprived of the information which 
appears on wool labels, at a time 
when conservation is so important 
to the war effort, they might feel 


Write for this com- 
plete information on 
the Toledo Market. 


the farm . 
its 500-odd 


@ The Toledo Market has two 
values — one’of the city, one of 


. . First, the city, with 
diversified industries. 


Busy today on war work. Busy as 


never before. Payrolls up. Retail sales up. No 
“boom town’’—just a stepped-up activity of its 
sound, well-managed, normally existing indus- 
tries . . . Second, the surrounding area of the 
richest farm lands in Ohio — a prosperous, pro- 
ductive territory that lends balance, stability and 


DOUBLE VALUE to the 


whole Toledo market 


. . . A PREFERENCE market for TODAY and 
for TOMORROW — a market covered by the 
BLADE to a degree that is most unusual among 


metropolitan dailies. 


S TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


that the goods they are receiving 
|are so poor that they aren’t even | 
being told what the goods are made | 
of,” he said. 
fact, the fabrics which they will re-| 
| ceive in the textile goods they buy, 
‘if properly made, will be entirely 
|serviceable and will adequately | 


F , ” 
/ ian population. 


CFAC Announces 
Award Competition 

| Chicago Federated Advertising 
Club has announced its third annual 
|advertising awards 
which this year will include news- 
paper, radio, national 


special awards divisions. 


greater Chicago area are entitled to 
submit entries, provided all or 
major part of the advertising sub- 
mitted was used in 1941. Entries 


Advertising Club 
Room 340, Hotel Sherman. 
deadline is March 13. 


The 


“Whereas, in actual | 


meet the requirements of the civil-| 
| Department 


competition, | 


trade publication, industrial publi-| 
cation, outdoor, direct mail, and) 


al 


must be sent to Chicago Federated | 


WESTINGHOUSE OPENS NEW INSTITUTIONAL DRIVE 


Y), Mik Ms ti U bff Iiy mount 


Westinghouse © 


This spread, as well as full pages in other magazines, marked the start last week 
of a new institutional campaign by Westinghouse Electric & Mfg. Co. 
papers also will be used in the drive, which is Westinghouse's biggest institutional 
effort. A box at the lower right lists "some of the thousands of Westinghouse 


News- 


common cause’ and “for the general 


welfare.” Young & Rubicam directs Westinghouse institutional advertising. 


Westinghouse 
Starts Public 


Service Drive 
Pittsburgh, Feb. 4.—Pages and 
spreads appearing in magazines this 
week signalized the start of Wesi- 
inghouse Electric & Mfg. Company’s 
largest institutional campaign, in- 
volving total expenditures of $650,- 
000 in magazines and $100,000 in 
newspapers. Thirteen large inser- 
tions are scheduled for each of five 


| weekly magazines, with fewer in- 


sertions in 12 monthlies. News- 
papers in the company’s 20 plant 
cities, as well as in other major 
markets throughout the country, 
will be used as the drive gains 
headway. 

Five weekly magazines—Collier’s 
Life, Newsweek, The Saturday Eve- 
ning Post and Time—will carry the 
page and spread advertisements 
throughout the year, 13 insertions 
having been scheduled for each. 
Less frequent copy will appear in 
American Magazine, Atlantic, Busi- 
ness Week, Country Gentleman, 
Fortune, Harper’s, Modern Industry, 
National Geographic, Nation’s Busi- 
ness, Popular Mechanics, Popular 
Science Monthly and United States 
News. Young & Rubicam, New 
York, directs Westinghouse institu- 
tional advertising. 

The company’s entire advertising 
expenditure for 1942 will be about 
the same as in 1941. Product and 
industrial advertising will continue 
through Fuller & Smith & Ross. 


Deupree Elected Head 


of Advisory Board 
R. R. Deupree, president of Proc- 


'ter & Gamble Company, Cincin- 
| nati, 


has been elected chairman of 
the business advisory council of the 
of Commerce for the 
coming year. 

Ralph FE. Flanders, president, 
Jones & Lamson Machine Company, 
Springfield, Vt.; Paul G. Hoffman, 
president, Studebaker Corporation, 


magazine,| South Bend, Ind.; Arthur Kudner, 


president, Arthur Kudner, Inc., New 
York; and Walter C. Teagle, ch»'r- 
man of the board, Standard “1! 


Advertisers and agencies in the | Company of New Jersey, were 


elected vice-chairmen. 


Holland Promoted 


Richard P. Holland, who 


headquarters, | elected secretary of the agen 


1938, has been named vice-pres! 
of Harold Cabot & Co., Boston 
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Never Underestimate the Power of a Woman ! 


Nor the Power a 
of the Magazine 
Women believe in! 


In February, advertisers 
prove their faith in the 
Journal with 48.3 % 


more advertising than 


\_ in last Februarys issue |) 
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LADIES HOME JOURNAL THE WORLDS LARGEST AUDITED MAGAZINE CIRCULATION . 


|}pany’s trademark prominently 


'sertion will feature ‘ 


| Stokers.”’ 
| will be explanatory copy describing | 


su- 
a background of 
A subsequent in- 
‘Step Up Your | 
Iron Fireman 
through all ads 


perimposed on 
industrial views. 


With 
Woven 


Production 


“an old story to us. In less than six 


years, we have raised our subscrip- 
tion or street sale price, or both, 
/nine times yet, during that 


| period, our circulation his increased 


more than all of our competitors 
combined ... we expect to take this | 
one ‘in stride.’’ 


KELVINATOR 


ATORS § ft RANGES 


newspaper 


radio as a medium. 
H. S. Hettinger, 
of marketing at Wharton) 
School of Finance, University of 
Pennsylvania, took the stand today 
to introduce into the record a series 
of statistical studies on revenue} 
| gained by major media. His testi- 
mony served to refute an FCC ex- 
‘hibit which the committee contends 
exaggerated the importance of radio 
as a medium. 
The FCC exhibit was 


rise of 
Dr. 


fessor 


assistant pro- 


prepared | 


cannot be explained wholly by the | 


~ 
—_ 


To correct 


ape 
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Staley Mig. Joins ANA Iron Fireman to “Iron Fireman's part in the victory THE FACTS 
A. E. Staley Mfg. Company, De- age ee a id $ fect on LS TS A 3 
-atur ., has been elected to mem- a on to > £e ¢ 
ke ie laggy cathe oe sly Jy <a | Spend $100,000 lies, gg ar ee keg ap | i 
tional Advertisers. | . year in Industria ower, Nationa I 
on Survival Copy ve ial Power, Power Plant En-| Press Reviewed at F 
Cleveland, Feb. 5.—Despite the | gineering and Southern Power | 
fast-dwindling stocks now available Journal. Dealers taking advantage i 
1942 DOLLAR TO BUY for domestic consumer use, Iron of the cooperative offer will have | e eld earing P 
Fireman Mfg. Company will spend their choice of newspapers, spo ae eee 
in the neighborhood of $100,000 in | radio or outdoor posters. Poster copy; Washington, D. C., Feb. 6.—Hear- | Vou do uaz need a "Pricsity 
LESS” newspapers and magazines during | features a “saves fuel, saves money, |jngs were recessed indefinitely in to Travel by Air! 
UM ee 1942 to keep its name alive during speeds production” theme. Joseph|the FCC newspaper inquiry today r Ww —— - 
——— @ the war period. In a step to pre- R. Gerber Company, Portland, Ore., | after Dean Emeritus Roscoe Pound |! ai TS 
serve what it considers to be the|is the Iron Fireman agency. of Harvard law school appeared as 4 ei ciiialiat 
Today's tempo is giving ad- company’s greatest assets - — the | a a Newspaper-Radio Committee wit- a ‘ on cate : 
"The aa ‘ name and trademark—lIron Fireman | “Log Angeles Daily News” | ness to urge that no blanket policy | * 2 = 
vertisers on KXYZ-KRIS an will concentrate magazine ads in B Cc Pri be adopted, but that individual 
undreamed-of listener bonus. | general weeklies, meanwhile con- | costs Copy Price ‘cases be handled separately. A ban = 
Yet 1941 rates buy you a 1942 |tinuing dealer cooperative cam- Effective Feb. 2, the Los Angeles) on newspaper participation in radio, 
volume of listeners. The dif- paigns in newspapers, spot radio | Daily News, publishing erg said, would be “a step toward |f 
ference is your bonus. Write and outdoor as in previous years, i ol eng Pheagye wes i a HONS, | -ubjecting free speech to govern- || 3 
. . ay ; |raised the price from 3 to 4 cents. os. ae a 
for data on the only combina- | °" & fifty-fifty basis. | Home delivered price was raised |™ent regulation. a . 
tion to blanket the rich, vital |__F'st copy was appeer ware the | from 75 to 85 cents. Other Los| In announcing the recess, FCC |f 
Gulf Coast area end of March in Business Week, The | Angeles papers have sold at a nickel counsel said only a few commission 
" ? Saturday Evening Post and Time.| a copy for more than a year. witnesses remain to testify. » 
i i Initial color page in the Post will] In commenting on the price rise,| Earlier, the committee introduced ‘ 
RE a Tne Cee OO be captioned “Feeding the Fires | Robert L. Smith, samara manager |testimony to show that the decline meneee—1-—~~paaaleee 
War Production,” with the com- | of the News, said increases were] jn advertising revenue 


eS a ee 


“eo 
the impression that govern 


ment demands have interfered serious! 
with public air travel, American Airline 
used this large-space advertisement las: 
week in newspapers from coast to coas! 
assuring businessmen that adequate seat 


for their use are available. 


Ruthrauff & 


Ryan handles the account. 


Dexter Keezer Is 
New Head of OPA 


from the annual estimates of adver- Consumer Setup 


tising volume made by Dr. L. D.| a ae 
H. Weld, research director of Mc- Washington, D. wa —_ or — A 
Cann-Erickson. The form in which | te" M. Keezer, college prosider 
the FCC staff drew up the exhibit |€X-mewspaperman and ex-econo- 
indicated that about one-fifth of the | st, has been appointed assist- 
ant administrator of the Office ot 


ELECTS Ric REFR RIGER 


LEADING MERCHANDISERS 
INSIST ON ARTKRAFT 


Porcel-M-Bos'd Neon and non-illuminated signs, realizing that 
first cost is not as important as upkeep costs in the final analysis, 


advertising dollar now goes to radio, 
whereas Dr. Hettinger showed that 
| the correct figure about one- 
tenth. The witness pointed out that 
the Weld estimate of $200,000,000 
advertising revenue for radio in 
1940 is based on gross billings. Dr. 
Hettinger placed the net figure at 
$155,700,000. 


1S 


Dr. 


Price 


| the Constimer 
|} assumes 


Dan 


Administration 


the post 
| Harriet Elliott several months ago. 
A. West, 


in charge of 
Division. As such, he 
relinquished by) 


who was appointed 


deputy director of the division soon 


after 


Miss 
|continue under 
The new consumer chief, although 


Elliott 
Mr. 


departed, wil! 


Keezer. 


Hettinger also pointed out | : 
that the advertising revenue of the|"° Stranger to 
radio industry is not strictly com-| been president 


parable to receipts by newspaper | Portland, Ore., 


and because all claims for superiority are accompanied by positive 


Washington, has 
of Reed College, 
since 1934. Previ- 


PITTSBURGH 
PAINTS 
SmoAh as Ylass 


proof... facts which cannot be disputed! 


o_o —T 2 1. 2 ‘ - ‘cs and periodical publishers, since | °USly he was executive director of 
lhey buy Artkraft* for long life, for the “carry-over” advertising more than 90 per cent’ of radio’s|the Consumer Advisory Board of 
, is . . es . , , ar “evenuie comes f »|NRA, with which agency his new 
value which is so important in times like these, and for assurance of operating revenue comes from sale| | ony itn Aine ta 
, of advertising whereas newspapers | 2°55; rice ministrator Leon 
low maintenance cost. ‘normally get about one-third of Henderson, was also associated. 
'their revenue from subscriptions}. Mr. Keezer is a son-in- -law of 
a sales, and magazines almost | Lowell Mellett, Director of the Of- 


DEALER TYPICAL EXAMPLE: one-half. fice of Government Reports and one 
| The witness also showed that the | Of the ae yg gg 2 as- 
r . . . ° ‘ of effe . ,. | Sistants.” sike r ellett, he 

Notarized statement in our files shows a leading merchandiser chief effect of radio’s rise as a me 


dium on newspaper advertising has | Setved Scripps-Howard Newspapers 
Je 
been in the national classification. |in Washington in pre-New Deal 


(name on request) had total cost for repairs of all kinds, including 
| Dr. Hettinger’ s figures rev ealed that | days. Fr om 1929 to 1933 he Was an 


all breakage, for entire year on approximately 16,000 sections of 


vin 1940 national advertising com- | associate editor of the Baltimore 
Artkraft* Neon of only $362.66. Compare this figure to $36,000.00 prised only 28.3 per cent of the | “Sun. 

. — , . po ‘spaper total, whereas in the| Mr. Keezer started out to be in 
nuuntenance cost on approximately one half as much Neon (made ‘same year only 23.8 per cent of| accountant. After graduation from 
by others ) for company “—— (name in our files). | eadile’s total was local business. Amherst und World War I service 

: ' | Another witness was Ernest/@S a captain, he taught economics 
Angell, New York attorney and|at Cornell University, the Univer- 


FREE! 


sity of Colorado and the University 
of North Carolina. He holds 

vanced degrees from Cornell and 
| Brookings Graduate School of E 


| president of the Council of Democ- 

racy. He said an FCC ban on news- 
| paper participation in radio would 
= | set a precedent which might serve 


> 
. 


Analysis of survey which proves signs will in 


crease sales 14.6°°, also Artkraft* general cat a as grounds for limiting the circula- | nomics and Government. 
Just as Artkraft has always : > : —_—_————_—_—_—_ 
alog, and proof that your advertising can be produced better signs. so too tion of ogg othe order to pro- | 
: ,; “er “ . mote the establishment of more j 
made five times as effective. Write today for today are we producing bet papers Myles Joins NBC 
, ! ; aoe ter parts for America’s tanks 7 spr Marion Wallace Myles, form: 
this information. Also ask about Artkr: - “Any pr sé *reate a classi- |... . G3 Ait, po ' 
| me k aft s and belibaiiion. adeetnte 7 Any — to create a classi-| managing editor and promotion 
famous Porcel-M-Bos'd Store Front and artillery, (according to fication of an absolute nature as to| director of Parade, New York, |\@ 
SIGN‘! * Signs leading prime contractors of those who may or may not make | been appointed to the sales pro 
OF ‘ ; defense materials)—that our use of media of communications is| tion staff of the NBC-Red netw 
LONG inevitable victory may be fraught with danger,” he said. —_—_ 
LIFE Artkraft*, the world’s largest manu sooner realized To Program Magazines 


Joins Blue Sales Statf 


kid 
by-ARTKRAFT* SIGN COMPANY 


GENERAL OFFICES: 900 E. KIBBY ST., LIMA, OHIO, U.S.A. iyenc 


facturer of all types of signs, can give Winthrop. Parkhurst, form r!) 
— P ee ee oe Philip Fuhrmann, formerly on the| music and radio editor of Nes 
—" judiced and authoritative advice | sales staff of Station WMCA, New) week, has joined the sales p! )- 


on your sign needs. No obligation, of York, has joined the national spot 


sales staff of the Blue Network. 


tion department of Concert Pro: 
Magazines, New York. 


WDAY 


for the Red River Valley 
5000 watts NBC 


FARGO, N. D. 
FREE & PETERS, INC. 


“ Exclusive National Representatives 


course, 


“TRADEMARKS REG. U. 8S. PAT. OFF. 
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ADVERTISING AGE 


Case H istory of 


Canton. Ouro— in N. E. section. heart of 


state’s industrial district, with many highways 
and railroads: makes steel, steel products: 
china, stoneware, brick and tile: paints and 


enamels; rubber goods, toys and defense 


productions. Population, city 127.000 (1941). 


Business is good in Canton these days. 
Employment is at peak figures. and payrolls last year 
were up 70%. Canton’s payrolls run more to pur- 
chases, less to surtaxes. Canton is a good place to look 
for business just now; a good spot for advertising. 

Certainly your national advertising takes in 
Canton! But how much of your national advertising 
does Canton take in? 

Magazines? LHJ is perhaps tops with 3.977 
copies. SEP has 3,549. Life—3.951. Not at all bad! 
... But not too good, either, among Canton’s 30,000 
families. Nothing to bring tears to the eyes of a 


downtown druggist, or put spring in the step ofa side 


street grocer when your firm o1 product is spoken of 


in the city of Canton, O. 


Next to the Canton Repository, circulation 
51.909 (adv.). the best co crage of Canton. O. is not 
to be found in any magazine, but in Metropolitan 
Sunday newspapers. Six papers in the Metropolitan 
Cleveland Plain Dealer, New York News. 


Pittsburgh Press, Philadelphia Inquirer, Chicago 


Group 


Tribune. and the Detroit News have a combined 


circulation of 14.011 copies in Canton alone! 


Canton, O. 


Metropolitan Group has hundreds of Cantons 
literally: gives your advertising more coverage in 
those cities than any magazine you can use. ‘This 
group of leading Sunday newspapers, emanating from 
19 big cities, includes 11,000,000 circulation im all! 
The so-called “country circulation” that the 
advertiser tends to ignore when he buys one big city 
newspaper becomes mighty important when the 
outside circulations of a lot of big city newspapers 
are combined. The lapping of circulations gives 
Metropolitan Group far stronger coverage than any 
magazine, or than most lists of magazines. 
Metropolitan Group actually reaches more 
than half the families in 470 cities of better than 
10.000 reaches better than 20% of the families in 
687 cities of better than 10,000! And includes more 
than half the families in the states where most retatl 


sales are made! 


Wirt such cos erage in such markets: with 
half-page units. big enough to tell a big message: 
with four colors, to picture the actual package o1 
product: with the regular reading habit that only 
Sunday COMICS enjoy 75% to 90% adult readership 

Metropolitan Group can claim top rating on any 
national advertiser's list. It has salesman influence, 


trade influence. public influence makes advertisu 


i 
felt immediately, makes advertising work at once! 
And the cost ts low, too. Ask anny Metropolitan 


Group oflice for details! 


Metropolitan Group 


Baltimore Sun ¢ Boston Globe « Boston Herald ¢ Buffalo Courier-Express « Chicago Tribune « Cleveland Plain Dealer 
Des Moines Register ¢ Detroit News ¢ Detroit Free Press ¢ Milwaukee Journal « Minneapolis Tribune & Star Journal 
New York News ¢ New York Herald Tribune  ¢ — Philadelphia Inquirer Pittsburgh Presse 
Rochester Democrat & Chronicle — 


Providence Journal 
St. Louis Globe-Democrat = ¢ = St. Louis Post-Dispatch ¢ St. Paul Pioneer Press 


Springfield Union & Republican ¢ Syracuse Post-Standard « Washington Star « Washington Post 


Cuicaco: Fribune Tower ¢ Derrorr: New Center Bldg. « San Francisco: 155 Montgomery St. ¢ 220 East 42d St.. N.Y. 
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Kucker Joins S & M 


Charles W. Kucker, for the ot 
12 years office manager of the Chi- 
cago office of Lord & Thomas, has 
joined Sherman & Marquette, Chi- 
cago, in a similar capacity. 


SPOTCASTING 


BUILDS MORE SALES 
AT LOWER COST! 


More money for 
the HOT SPOTS 


Nothing wasted on 
the DEAD SPOTS 


Special attention to 
the TOUGH SPOTS 


NATIONAL STATION 
REPRESENTATIVES 


CHLAGO « MEW TORE . OLTEON . ST LOUM . SAN FRANCIICO « LOS anctuts 


Drug and Cosmetic 
Fields Warned of 
Growing Shortages 


New York, Feb. 4.—Expectations 
| that the drug and cosmetic fields 
| will soon be confronted with raw 
|materials and packaging problems 
\far more serious than the disloca- 
|tions already suffered were voiced 
here this week before the midyear 
| meeting of the Federal Wholesale 
| Druggists Association, by Washing- 
|ton officials as well as_ industry 
| spokesmen. 

Asserting that practically every 
manufactured article sold in retail 
|stores competes for raw materials 
with military equipment, Col. 
|George S. Brady, materials consult- 
ant for the WPB division of civilian 
supply, warned that the nation is 
still not “alive to the seriousness of 
misuse of any materials for non- 
essential products.” Industry should 
not wait for government to force 
economies, he said, “but should do 
everything possible itself to con- 
serve materials by cutting down use 
in non-essentials.” 

' (Col. Brady singled out a typical 


| 


civilian use of metal—a woman’s 
compact. Polishing alone calls for 
abrasives that must be mined and 
refined in an electric furnace, he 
declared. The abrasives are held 
to a special grade of fabric with 
strong glue that comes from im- 
ported bones, and the raw material 
needed for the abrasives “is the 
same imported raw material that 
we need so desperately for making 
aluminum for airplanes.” 

It is almost criminal to use a 
single pound of tin in collapsible 
tubes in the face of the hard days 
ahead, he continued, criticizing also 
“innumerable small package sizes 
and the great variety of trademarks 


under which practically all standard | 
drugs are sold, which gives rise to | 


case stocks of materials used in 
getting these drugs into the hands 
of the public.” 

Wholesalers who stock dealers 
for competitive reasons drew the 
fire of Earl A. Means, vice-president 
of Bristol-Myers. He cited as an 
example substantial stocks of per- 
ishable rubber goods, hot water 
bottles and other 
dealers’ windows. The sales man- 
ager’s job now is not to get busi- 
ness, but to keep from getting busi- 
ness, he declared. 

The need for restraint in pushing 


rubber goods was also mentioned by | 


items observed in | 


Rubber Company, who recom- 
mended that wholesalers sell only 
on the basis of actual demand. He 
observed, in passing, that no syn- 
thetic rubber for civilian goods will 
be available in the immediate Sue | 
ture. 


Save Newsprint, 
Avoid Rationing, 
Williams Advises | 


New York, Feb. ‘Although | 
newsprint sources have given assur- 
ance that supplies will be av ailable | 
to U. S. papers this year where con- | 
tracts are made by publishers and | 
shipments taken in monthly instal- 
ments, Cranston Williams, general 
manager of the ANPA, today urged 
that conservation be practiced in 
the hope of avoiding “any condi- 
tions that would justify government 
control of newsprint by rationing. "| 
Mr. Williams cited transportation 
as a possible bottleneck, despite the 
fact that experts insist facilities 
exist for all 1942 traffic loads. He 
warned that “transportation prob- 
lems may become acute at any time 


because of uncertain or unexpected 
war developments.” Labor supply, 
| quantity of wood being cut and the | 
rising demand of war power re- 


|'tioned as other possible trouble 


has passed. 
Hammermill Offset 


effort. Today, 


W: MEAN IT. Because in spite of 
today's restrictions and short 
ages, you direct-mail men are still turn 


ing out broadsides that pack a hard 


hitting, colorful, selling wallop. 
The reason is clear. 


to keep alive the merchandising efforts To 


that will be needed when the emergency 


help many of you carry on your selling 


as in the 


mailing pieces. 


of distinctive 


product of Hammermill craftsmanship 


You're carrying 


the banner for American business .. . 


make 


for free set of samples . . 


actual commercial jobs . .. a 


can—and does house of new 


company 
it rates 


past, Paper Co., 


“You've found a place in our heart!’’ 


high among papers for broadsides and 
splendid reproduction . . 
of work-and-turn printing .. . 
finishes. 


a paper you can depend on, 


your next mailing click, 
specify Hammermill Offset. 


letterhead to 
Dept. G29, Erie, Pa. 


* spots. 

“We know that advertising vol- 
ume bears a_ direct 
|newsprint consumption,” Mr. tha | 


| 
_ bs ~% © y . 
Ernest I. Kilcup, president, Davol | quirements in Canada were ~ 


relation to 


ideas. 


Because it gives you 
. the economy 
a choice 


Because it’s a 


And send 
» OVer-runs of 
ware 
Write on your 


Hammermil] 


liams added, ‘and the effect of the | 
| tire rationing program on circula- 


tion distribution is not known now | 
| New York, 


with sufficient accuracy to justify | 
any kind of guess. All sources in 
touch with advertising refuse to 
|hazard anything like an estimate 
| in figures for 1942 and any kind of 
|reduction in advertising 
|newspapers in 1942 will bring re- 


out doubt.” 


Names Rouse & Co. 
Chic Lingerie Company, 
geles, 
a Ce. 
account. 


Los An- 
has named Eugene F. Rouse 
Los Angeles, to direct its 


linage in| 


duced new spr int consumption with- |§ gan, 


| ardson, 


TO BOOST MILEAGE 
Firestone 
Extra Mileage PLAN 


Helps You Get 
MORE MILEAGE 
FROM YOUR TIRES 


and Keeps Your Cer Opereting 
longer and More Economically 


prorecrTio™ 
Firestone 


| ag - Ci) eas 
| opt » M5 = 


4 HE 
} 


wt aovise row oF 
seawice } seousese 


OM hat wins sncKee { orgpetst 
FOR STANT DENTIN ATOR 
amo Parveenee stavice j INFORMATION 


wt S846® TOUR smamnane 


gaz * <= . ON Au TOUR Tees 
we - 
o00 se 
Seu JS 
ay 2 ap ame Om = = f 5s) wt CHanee = — 
- Orr 
FOLLOW THE SUGGESTIONS Im eS 
| i THs $888 BOOKLET s 
— s 
| ; : _ = coomen we Reemee runes } 
- — . seewscts even? time Tow come mm 
ont im foe #86 ste 
MONTHLY INSPECTIONS orm ’ 
te = 
Be . Po yee af 
| mom - 


In either three or four column size, this 
new Firestone cooperative copy went out 
last week to 100 major city newspapers 
and to several hundrel smaller papers. 
Copy was placed through district offices 


General Printing Ink 
‘to Launch Ad Clinics 


The third series of printing an 
advertising clinics, sponsored b 
General Printing Ink Corporatio: 
will open Feb. 17 at | 
in the New York Port Au 
thority bldg., 111 Eighth avenue 
Topic of the first forum will bs 
“Consumer Advertising in a War 
Economy.” 

The clinic will be conducted 
entirely by women. Lucy R. Milli- 
secretary of the home and in- 
dustry committee of the Nationa! 
Association of Manufacturers, wil! 
be program chairman. Others sched- 


|p. m. 


uled to take part are Mabel G 
Flanley, The Borden Company: 
Barbara Daly Anderson, Parents’ 
Magazine; and Anna Steese Rich- 


William E. Rudge’s Sons. 


BANK DEBITS 


A) MINCE l 


WORCESTER 
Massachusetts 


Boston Federal 
Reserve District 


All U. S. Districts 
Reporting 


This increasingly prosperous market 


F 3 Fede) il 


MILLIONS of extra dollars are being earned and SPENT in this active 
market — the heart of industrial New England. With scores of factories 
continually stepping up production on products vital for Victory, al! 
business barometers are up — and steadily rising. 


Entire Year 194] 
Compared with 1940 


Reserve System 


25.77% GAIN 
19.93% GAIN 
20.52% GAIN 


is covered by The Telegram-Gazet'” 


alone. There is no other Worcester daily. Circulation: more than 134,0C 
Population: City 193,694. City and Retail Zone 440,770. 


We TELEGRAM GAZETT 


WORCESTER MASSACHUSETTS 
CGeorce F. Boorn, Pubshs- 


BLOCK and ASSOCIATES, 


NATIONAL REPRESEN 


OWNERS of RADIO STATION WTAG | 
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In MEDIA RECORDS “First 50 Report”, 


The New York News ranks tops or near the wed 
merica’s leading newspapers! . - - _ 
concentrate messages on America’s 


per audience! 


among A 
advertisers 
largest newspa 


... from Media Records, 1941 


DAILY 


TOTAL DISPLAY ADVERTISING of the First Fifty Weekday MORNING PAPERS 
As measured by Media Records, Inc, 
Year - 1941 


Lines 
1. New York News 12,895,652 
?, Chicage Trilmme.... an 9,423,675 
“ We bt yas M4330 Berg 00, 268 
a : o' be 3 vbe- wawtis oS w thes oe « eewees ome ames aw « == .« E 


€ RETAIL ADVERTISING of the First Fifty Weekday MORING PAPERS 


As measured by Media Records, Inc. 


Tear = 1941 
Lines 


1. lew York News 10,251, 357 


GENERAL ADVERTISING of the First Fifty Weekday MORNING PAPEIS 
As measured by Media Records, Inc. 


Year - 1941 Lines 
1. New York Times 2,433,316 
2. Chicago Tribume 25241,263 
3. Boston Herald 1,954,655 
4. New York Herald Tritme 1,843,711 
5. New York News 1,834,983 


... SUNDAY 


RETAIL ADVERTISING of the First Fifty SUNDAY PAPFxS 
As measured by Media Records, Inc, 


Year - 19/2 


Lines 
1. New York Times ma — 5,397,317 
2. New York News .— — 5,203,463 


a OS SIE cons ec cacemtincnnncsinnses cokeamniemine 


~«9 


1.290.417 
i Meee MA O80 0.020 Se ed 


TOTAL DISPLAY’ ADVERTISING of the First Fifty SUNDAY PAPENS 


As measured by Media Records, Inc. 


Year - 1 
ear 941 Lines 
1. New York Times 7,533,735 
2. New York Herald Tritune_ _ __. 6,232,636 
3. New York News 6,195,125 
Ae Grdengn Triteme ce wee 8 NEVA 


As measured by Media Records, Inc. 


Year - 1941 


Se SOR RTOS THD vce ces cet et ees ee 1g; FO Lines 
a Ma- “Terns otras. Zener f 950.4 L 5 
je 6a: Ovleans Sines Tleasyre (inter ito acacia 1. New York Times 3,581,714, 
2. New York Herald Tribune 2,864,041 
3. New York News 2,473,033 
Pape ', Ghicago Tritme _. odinidn dean anda nena te eit 20931,39% 
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ADVERTISING AGE 


1942 


Opens Own Studio 
Maxwell Desser, formerly art di- 
rector of William H. Rankin Com- 
pany, New York, has opened his 
own advertising art studio at 424 
Madison avenue, New York. 


To All-Year Club 
Alan McElwain, 
the Union Pacific 


formerly with 


Railroad 


the All-Year Club of Southern Cali- 
fornia as assistant director of pub- 
licity. 


The Greatest 
SELLING POWER 


in the 


SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.— THE KATZ AGENCY, INC. 


news | 
bureau in Los Angeles, has joined | 


Rastus Is Gone! | 
Cream of Wheat 
Offers Reward 


Minneapolis, Feb. 5.—Cream of 
Wheat Company offered a $100 re- 
| ward this week for the return of 


Rastus—and it’s no publicity gag, 
either. 
Rastus is the life-size plaster 


|bust of the famous breakfast cer- 
eal’s trademark, and was executed 
ja generation ago by Edward V. 
| Brewer, St. Paul artist. Valued at 
| $2,300—and weighing 25 pounds— 
| the bust has been missing for more 
than a month from its accustomed 
place on the landing between the 
|lobby of the company building and 
ithe second-floor offices. At first, 
everyone assumed Rastus had been 
removed for cleaning and a “face 
lift,’ but when company officials 
made inquiries about his return, it 
| was found Rastus was A.W.O.L. 


cago restaurant waiter whose pleas- 
ant countenance caught the fancy 
of Col. Emory Mapes, founder of 
the Cream of Wheat Company. 


Agency Buys Bonds 

Irwin Vladimir & Co., New York, 
| will turn half its gross revenue for 
| January and February into defense 
| bonds. 


Gets Furniture Account 

Old Hickory Furniture Company, 
Martinsville, Ind., has appointed 
Dundes & Frank, New York, to di- 
rect its advertising. 


The original Rastus was a Chi- | 


February 9, 


— 


"DON'T BUY" 


a) 


This is peculiar advice indeed: 


If you can 
tolerate any other radio, 


please don’t buy a Scott 


E. H. Scott Radio Laboratories, Chicago, 

took this newspaper space last week to 

issue an unusual appeal. Defense needs 

are delaying Scott radio production and, 

copy adds, "we think it only fair to re- 

serve them for the people to whom music 
means most.” 


National Transitads 


in New Quarters 

National Transitads has moved its 
offices from 10 E. 40th street, New 
| York, to 368 Madison avenue. 
| Willis H. Ambler, manager of the 
Philadelphia branch, will take on 
additional duties as Eastern adver- 
| tising manager with headquarters in 
New York. Henry C. Schlichting, 
formerly divisional sales manager, 
has been appointed director of sales 
promotion. 


Holds Ski Carnival 

The Philadelphia Club of Adver- 
tising Women will hold its ski car- 
nival and 26th annual dinner dance 
at the Benjamin Franklin hotel 
March 6. 


AMONG OUR 1941 FOOD 
ADVERTISERS ARE: 


H. J. HEINZ 
Agency: Maxon, Ine 


ROYAL GELATINS, DES- 
SERTS. PUDDINGS, BAK. 
ING POWDER 


GLOBE GRAIN & MILLING 
co 


(Trade name of Pillsbury) 
Agency: McCann, Erickson, 
Ine. 


SAFEWAY STORES. INC 
Agency: J. Walter Thompson 


FLEISCHMANN’S YEAST 
BORDEN COMPANY 


Agency: Young and Rubicam 
PIONEER CANNERIES 

Agency: Pacific National 
WHITE STAR TUNA 

Agency: Brisacher, Davis & 

Staff 

NALLEYS, INC 

Agency Milne 


SUNNYVALE PACKING 
Agency: Lord & Thomas 
TEA GARDEN PRODUCTS 
Agency: Erwin, Wasey & Co 
PURITY BISCUIT CO 
(Unit of United Biscuit) 
BLUHILL CHEESE 
Agency R. Y. Reeves 


co 


M ormon CHURCHL publications do not advertise 
coffee, tea, or other stimulants. 
Era, the official monthly magazine of the 
Church, has increased its food advertising 182; 
ONE 
selling value of Mra advertising. 

The Improvement Era is the KEY 'TO 
SALES PROBLEM in the Intermountain trade area. 
It is read by nearly all of the leading Mormon families, 
families of influence in the Salt Lake City merchandising 
area. The Era offers your best coverage of these families. 


YEAR! Prominent. a 


Total Improvement Era advertising lineage has shown 
- au gain each year since 1934 for seven consecutive years, 
and today is at a new all-time high. This is proof enough 
of the real selling job we are doing for our advertisers. 
Write fora sample copy of The Era. 


OVER 50,000 
ABC NET PAID 


CIRCULATION 


ADVERTISING REPRESENTATIVE FRANCIS M. MAYO, ADVERTISING DIRECTOR, 
SALT LAKE CITY 
New York: Dougan and Bolle. 292 Madison Ave 
Chicago: Dougan and Bolle, 400 North Michigan Ave. 
Pacific Coast: Edward S. Townsend Co., Russ Bidg.. San Francisco, California 


BUT, The Improvement 


Mormon 
IN 
Ivertisers believe in the 


YOUR 


War Work Motif 
Dominates Women’s 
Fashion Showing 


(Picture on Page 35.) 

Chicago, Feb. 3.—A forecast of 
fashions revealed yesterday at the 
women’s, children’s, infant’s wear 
and accessories market sponsored 
by the Merchandise Mart indicates 
that the war and political situation 
will be mirrored in this year’s style 
trends. Denim, the stuff of which 
the homely overall is made, is due 
for a comeback this year, and the) 
South American influence will con-| 
tinue to be prevalent in fabrics and | 
in shirt-waist costumes. 

Habitually ahead of the actual) 
trend of the times, designers have} 
not waited for the government to| 
draft women into the services, but! 
have proceeded to design numerous | 
slack suits and overall uniforms for | 
the new crop of workers. The con-| 
version of the distaff side to the) 
lathe side will not have to await 
the bottleneck of suitable clothes for 
the well-garbed woman worker, as 
the greasemonkey Garbos have| 
already been prepared for. 

The war and the tightening due 
to be done on consumer belts got 
prime emphasis in the showing. Be-| 
sides the denim suits and dresses, 
and the gay Latin American prints, 
there was shown a patchwork skirt, 
reminiscent of quilt blocks, which 
its maker had christened the “Hard 
Times” skirt. 

Swimming suits promise to be an 
industry headache during the com-! 
ing year. Since the introduction of 
lastex yarn, a major proportion of 


| 
| 
} 
} 


| swim suits have had the benefit of 


| 


the elastic thread which makes close 
fit possible. No allocation of lastex 


| yarn has been made, and the rub- 


ber situation is not particularly 
promising for the bathing suit mak-| 
ers. Spring models will be avail-| 
able in material now made up. 
of alternatives exist, | 
Wool jersey is resilient | 


ee ee ee 


A number 
however. 


| and provided most of the form fit-| 


ting suits before lastex became 
popular. The wool situation, as re- 
gards swimming suits, is. still) 


cloudy, and if wool is lacking for 
more essential garments, there 
would seem to be little hope of a 
generous amount of wool for swim- 
ming garb. If lastex is permitted, 
and the quantity reduced, swim- 
ming suit makers can adopt the 
elasticized material to their fabrics, 
and produce a satisfactory model. 

The so-called “dressmaker’s 
model,” a paneled, fitted suit with a 
flared skirt, is considered a likely 
candidate for the heaviest bathing 
suit promotion, chiefly because it is 
wholly fabric and does not need any 
elasticized material. The makers of 
swimming suits using lastex—and, 
to a degree, the corset makers— 
have one distinct advantage over 
other manufacturers working with 
critical materials. Because lastex 
material gradually loses elasticity, 
whether in use or in storage, hoard- 
ing is not expected to be a factor. 

Merchandise Mart officials re- 
ported that style trends for spring 
are leaning strongly to sportswear, 
probably because of the increased 
trend to informal living due to the 
war, and partly because sport 
clothes will be in demand by women 
defense workers. Similarly, they 
reported, cotton is the current high- 
est seller, followed by rayon. There 
is virtually no pure wool on the 
market. Fine woolens, which the 
trade defines as woolens originating 
in England or Australia, are scarce 
and expensive. 

The outlook for the clothing mer- 
chandisers, though, is simplified, 
with styles and colors being reduced 
40 per cent on the average. Enough 
domestic wool fabric has been made 
up to last until fall, ADVERTISING 
AGE was told, and when that is ex- 
hausted other measures such as the 
use of reprocessed wool may have 
to be employed. The business in 
general reported a 25 per cent up- 
swing over last year, but was in- 
clined to attribute it to the backlog 
of orders accumulated last fall. 


/new compilation of basic indus 


NAB Manual of 
Broadcasting Is 
Sent to Members 


Washington, D. C., Feb. 5.—Th 
National Association of Broadce: 
ers began distribution this week 
“A Manual of Radio Advertising, 


data gathered from all sources ; 
put together in convenient form ‘ 
the first time. 

The manual is in loose-leaf fo: y 
to permit the addition of ot 
chapters now in preparation. Su - 
jects covered thus far include circ .- 
lation, the effectiveness of rad 
dealer preference for the mediu 
and radio as a social force. Future 
additions are slated to deal wi 
comparative costs of radio and oth 
media, spot broadcasting, radio 
wartime, radio for departme 
stores, and similar subjects. 

Pellegrin Is Author 


Frank E. Pellegrin, NAB Direct: r 
of Broadcast Advertising, wrote t 
volume which has been in prepar: - 


5 a< Bet @ 


o- GU = 


te 


tion for nearly a year. .Membcer 
|stations have been sent a single 


free copy. Others may be obtained 
by members at $3.80, which includes 
chapters to be added later. 
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WE LIKE 
ADVERTISERS 


“ 


ge) 
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7 “ 
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“ 


especially 
the 203° 
national and 
regional 
advertisers 
who helped 
to make 
194] 
our biggest 
year to date 


*“And the 


is strictly 


idvertisers whose |! ess 


nature. 


174 
local im 


KSO * 


NBC BLUE 
AND MUTUA 
5000 WATTS 


x 


Affiliated with the Des Moines 
Register and Tribune 


Represented by The Katz Age"cy 
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ADVERTISING AGE 


AGENGIES 


Aubrey, Moore & Wallace, 
Inc. 


N. W. Ayer & Son, Ine. 
Wm. Hart Adler, Inc. 


Batten, Barton, Durstine 
& Osborn, Inc. 


Bonsib Advertising Agency 
Botsford, Constantine 

& Gardner 

Carter, Jones & Taylor 
D’Arey Advertising Co. 
Sherman h. Ellis & Co., Inc. 
Evans Associates, Inc. 
Goodkind, Joice & Morgan 
J. R. Hamilton Advertising 
Agency 

Hardy Advertising 

George H. Hartman Co. 
Frances Hooper Agency 
Johnson Read & Company, 
Ine. 

Earle Ludgin, Inc. 

Maxon, Ine. 
McCann-Erickson, Ine. 
McJunkin Advertising Co. 
Arthur Meyerhoff & Co. 
Mitchell-Faust Advertising 
Company 

Arthur BR. Mogge, Ine. 
Howard H. Monk 

& Associates 

Needham, Louis & Brorby, 
Ine. 

Perrin-Paus Company 
Sherman & Marquette, 


Inc. 


]. Walter Thompson 
Company 


Van Auken-Ragland, Inc. 


Weiss & Geller, Inc. 


GENERAL 


Abbott Laboratories, Inc. 
Austenal Laboratories, Inc. 
Barber-Greene Company 
Brookes & Sons Company 
Caterpillar Tractor Co. 
Chicago Daily News 

The Chicago Sun 
Fairbanks Morse & Co. 
The Florsheim Shoe Co. 
Hart, Schaffner & Marx 
The Hump Hairpin 


Manufacturing Co. 


lig Electric Ventilating 
Company 

Jantzen knitting Mills 
Lindberg Engineering Co. 
Lion Manufacturing Corp. 
Liquid Carbonic Corp. 
Marshall Field & Company 
Oscar Mayer & Company 
Mills Novelty Company 
The Palmer House 

C. F. Pease Company 
Planert Skate Company 
The Prairie Farmer 

Pure Milk Association 
Servel, Ine. 

Sloan Valve Company 
Western Shade Cloth Co. 
Westinghouse Elec. & Mfg. 


Co. 


William Wrigley Jr. 
Company 


Wilson-Jones Company 


WE STAND... 


Perhaps at no other time in her history has the meaning 


of the timeless words “United we stand — divided we fall’ 
meant more to our great nation. Unity is little more than 
cooperation with one’s neighbor through faith in one’s 
neighbor. And no better example of such cooperation and 
faith can be found outside the ranks of business. In the 
many years of cooperation with our numerous business 
friends we have been deeply conscious of the faith which 
they have had in us. We are most grateful for that. But 
we hasten to point out that it is their faith in us—PLUS— 
our faith in them that makes possible the fine quality 


of our work and the high efficiency of our service. 


COLLINS, MILLER & HUTCHINGS, INC. 


Photo- engravers 


207 NORTH MICHIGAN AVENUE e GHICAGO 
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: Named by KQOV 

Station KQV, Pittsburgh Blue 
Network outlet, has named George 
P. Hollingbery Company as national 
representative. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFi 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


Magazines Stipulate 
to Label Reprints 


Newstand Publications, Inc., West-| 
ern Fiction Publishing Company, 
and Manvis Publications, Inc., New 
York, and Martin and Abraham) 
Goodman, officers of the three con-| 
cerns, have agreed to a Federal 
Trade Commission stipulation bar- 
ring the reprinting of editorial ma- 
terial without designating it 
such. 

Other practices prohibited by the 
agreement include the substitution 
of new titles on reprints, changing 
the name of characters or otherwise 
disguising a story, using the word 
“copyright” when the material has 
,not been copyrighted, or removing 
the copyright notice on copyrighted 
stories. 


as 


Buffalo Elects Hoddick 

| Alvin C. Hoddick has been elected 
_president of the Greater Buffalo 
Advertising Club, succeeding Gor- 
don E. Smith. Other officers are: 
William S. McKinley, vice-presi- 
dent; Walter W. Schnell, vice-presi- 
dent: Leo J. Burns, treasurer; 
don Gannon, secretary, 
M. Crawford, executive secretary. 


| Names A. W. Lewin Co. 


Ilod-ise Mfg. Company, Clifton, 
N. J., has named A. W. Lewin Com- 
pany, Newark, as advertising 
agency. 


Gor- | 
and Floyd| 


'lined “The Better 


| This 


Stress Nutrition | 
in Drive for 
Heinz Soups 


Pittsburgh, Feb. 5.—In line with 
the government’s nutritional pro- 
gram to improve the health of sol- 
dier and civilian alike through use 
of the proper foods, H. J. Heinz 
Company launched this week an 
intensive advertising and promo- 
tional program on behalf of its 
ready-to-serve soups. Tied in with 
the promotion to continue during 
March, will be the current label 
offer of the new Heinz cookbook. 

Newspapers, magazines and out- 
door advertising will be utilized, 
plus a special direct mail plan and 
attention-compelling displays for 
retail outlets. Double-page, full- 
color advertisements will be used in 
The Saturday Evening Post, the first 
| of which appears in the Feb. 7 issue. 
A second spread will be used in the 
March 7 issue of the Post. 

A full page in color, head- 
Soups America 
will appear Feb. 15 in 
Week Magazine. This copy) 


Wanted,” 


also will feature the label offer of 
the Heinz cookbook which now is 
being promoted in thousands of 
stores. Al) principal markets will 
be supported by the company’s basic 
newspaper advertising schedule 
which will concentrate on the pro- 
motion of soups throughout Febru- 
ary and part of March. Heinz panel | 
posters also will be devoted entirely | 
to soups during February. 


Postcards Used 


Dealers are being offered a spe-| 
cial mailing plan by which post- 
cards promoting Heinz soups and 
the new cookbook are mailed to 
customers. The special display piece 
for the soup promotion is a cut-case 
card and window poster patterned 
after the Heinz panel poster. 

Heinz, through its home _ eco- 
nomics department, also has intro- 
duced a new menu suggestion book 
especially prepared with the night 


worker in mind. The foreword to 
homemakers says in part: “His 
days are geared in reverse—this 


husband or son of yours who works 


on the night shift helping build 
armored cars, airplanes and ships | 
for our defense of home and free- | 
dom. It’s easy for him to ‘grab a| 
sandwich’ in a spare moment in-| 
stead of eating a square meal—and | 
forget to take the full eight hours | 


pleteness of 
adults. 


No OTHER SINGLE MEDIUM can ap- 
proach the New York Subways for com- 


9 ouT OF 10 Aa 


are prospects 


coverage of New York City 


Consider these FACTS about New York 
subway circulation: 
In a month, 5,638,800 individ- 
uals ride the subways. Of these, 
4,787.37 
idents 20 years and older. 
That is 89.1 per cent of all New Yorkers in 


0 are New York City res- 


those age brackets by 1940 Census figures. 

Subway advertising makes prospects of 
9 out of every 10 New York adults—giving 
new meaning to the term “overall cover- 


age of the market.” 


The intensity of this coverage can be 
measured by the fact that subways are used 
an average of 2612 times a month by the 
city’s earning and buying millions... 
insuring tremendous repetitive force for 


your sales message. 


e the Subways — Your 


NEW YORK SUBWAYS ADVERTISING CO., INC. 


630 Fifth Avenue, New York City — 


a eo oS oe ea a 


eae Pye 


ee) 


of sleep he needs. But when he’s 


| working such odd hours he really 


requires good food and plenty of 
rest more than ever. 

“As his wife or mother, you have 
an important part to play in oy 
National Defense effort. The tempt- 
ing and well-balanced meals 
prepare help prevent the fatigue 
and irritability that so often acco 
pany a turn on the night shift.” 


me 


FCC Curbs Station 


Pending the adoption of a perm.- 


|nent policy by the Defense Co:n- 


munications Board and the \W», 
Production Board, the Federal Co n- 
munications Commission has vo'ed 
to make no further grants ir 
the construction of new stand: rq 
broadcasting stations, or author ze 
changes in existing facilities, whcre 
all or a_ substantial part of the 
primary area already receives good 


primary service from one or mure 
other outlets. 
In general, FCC will use its 


“Standard of Good _ Engineering 
Practice’ as a guide in the deter- 
mination of good primary service. 
DCB is studying material consery a- 
tion, and is expected to make 
recommendations at an early date. 


CBS Appoints Russell to 
Latin American Network 


Dan Russell, shortwave produc- 
tion supervisor for the Columbia 
Broadcasting System, has been 
named field representative for its 
Latin American network. He wil! 
be in the field effective March 1} 
when CBS will begin full scale op- 
erations via its international trans- 
mitters, WCRC, WCBX and WCDA 

Columbia Broadcasting System 
has added two new affiliates in Va- 
lencia, Venezuela. Long wave Sta- 
tion YV4RE, operating on a powe1 
of 1,138 watts and shortwave Sta- 
tion YV4RP, with a power of 680 
watts are jointly owned and oper- 
ated by Miguel and Teodore Ache 
CBS now has 76 station affiliates in 
Latin America. 


Head ANA Committees 


The Association of National Ad- 
vertisers has named D. B. Stetler, 
Standard Brands, New York, chair- 
man of the radio committee. Henry 
Gorski, P. Ballantine & Sons, New- 
ark, will head the outdoor advertis- 
ing committee. 


To Hixson-O’Donnell 


Air Control Corporation, New 
York, has placed its account wit! 
Hixon - O’Donnell Advertising, New 
York. 


Moves to New Office 


The Columbus, O., branch of J 
Horace Lytle Advertising Compan) 
has moved from the Hartman The- 
ater bldg. to 630 E. Broad street. 
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Creating Artificial Shortages 


A very interesting and significant | 


comment from a well-known whole- 
sale house, in a bulletin addressed 
to its customers, hits the nail on 
the head so successfully that it de- 
serves wider circulation. 

“We hope the F. B. I. doesn’t put 
us in the clink for saying so,” the 
bulletin began, “but we think the 
present policy of certain govern- 


ment bigwigs broadcasting the fact | 


that something or other may be 


rationed 30 or 60 days from now is| 


silly indeed. 

“No sooner said than the 
souls, or those who want to be sure 
of their own comforts and devil 
take the hindmost, 
to stock up. Legion are the stories 
that storekeepers tell of people who 
have put in several hundred pounds 
of flour, sugar and things like that. 
We hope they get worms in their 
flour. 

“As these lines are written, the 
country is in a tremendous buying 
wave induced by these indiscreet 
stories. If they’re going to ration, 


very 


timid | 


rush into stores | 


why don’t they go ahead and do it, | 


instead of talking about it and thus 


touching off all the nervous Nellies | 


in the country?” 

The sugar rationing plan which is 
now being instituted is the 
result of an artificial shortage in- 
duced by hoarding, which in turn 
was started by comments from gov- 
ernment officials that a scarcity was 
in prospect. Most of our shortages, 


as a matter of fact, are based 


|and buyers in the long run, 


direct | 


on 


excessive buying to anticipate possi- 
ble scarcity later on, the result being 
that controls of distribution 
been made necessary and that con- 
sumers, both individual and indus- 
trial, have been heavily penalized.” 

A recent comment in the Chicago 
Journal of Commerce, discussing 
Standard Brands, Inc., was based 
on this situation, but in our opinion 
took exactly the wrong slant. This 
commentator said that a contrib- 
uting cause of the company’s cur- 


have 


rent stock market position “is the 
fact that in the war period manu- 
facturers of branded and_trade- 


marked products will derive little 
or no benefit from their large adver- 


tising expenditures, as the public is} 
more interested in buying supplies | 
of food stuffs which are diminishing | 


or may be rationed than it is in 
purchasing branded names.” 

The fact is, as advertisers know 
only too well, that hoarding empha- 
sizes the market acceptance of their 
brands, and that as long as branded 
goods available, they will be 
purchased first, even when the type 
of buying is unhealthy. But since 
hoarding is disastrous both to sellers 
adver- 
tisers now have the job of keeping 
the public informed about available 
supplies and heading off ill-consid- 
ered publicity regarding potential 
shortages. Fanning the fears of 
the timid creates scarcities even 
when supplies are actually adequate 
for all normal requirements. 


are 


Scrambled Competition 


Manufacturers in many 
beginning to realize that in addition 
to reducing operations of some of 
their normal competitors, as far as 
supplying the civilian market is 
concerned, wartime restrictions on 
materials and wartime demands of 
the fighting forces are creating new 
competitors as well. The manufac- 
turer who happens to be in a line 
which is essential and which there- 
fore has a preferred priority rating 
is obviously in a position to expand, 
and in many increasing 
both his output and his advertising. 

Thus companies which because of 
restrictions which prevent them 
from supplying the normal needs of 
their customers are inclined to taper 
off on advertising are taking a sec- 
ond look at the situation and realiz- 
ing that these conditions may easily 


cases 1s 


favor the rapid expansion of com- 
petitors who heretofore have not 
been an important factor in their 


Protection of established 
position thus becomes an 


markets. 
industry 


fields are | 


which be achieved 


present 


objective must 
under conditions 
through advertising. 
The same is true of 
With dealers in many 
and sell the they 
have been exclusively identified 
with, they are taking on new and 
unrelated products, in order both to 
maintain volume and to hold their 
organizations together. Thus 
manufacturers who have been un- 
able to keep dealers supplied may 
find that their 
been 


largely 


distribution. 
lines unable 


to stock goods 


sales 


trade channels have 
converted to the distribution 
of other types of products, and that 
they may not be readily 
to their former traffic. 

The house which, regardless of 
current merchandise situations, 
keeps its dealers informed, 
them in tiding over current difficul-» 
ties and maintains trade acceptance 
of its brands, is not so likely to have 
the unpleasant experience later of 
having to rebuild a large part of 
its system of distribution. 


reopened 


assists 
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Pressure Group 

The latest pressure group to come 
to this department’s attention is the 
Society for Preservation of the Im- 
portance of the Gallon Jug. The 
group really doesn’t have a name, 
but the one we've given it is as good 


as any. The spontaneous public de- 
mand for the active operation of 
such a society arose in Akron, O., 


a few days ago when J. J. Lawson, 
head of the Lawson Milk Company, 
purchased the full newspaper page 
shown here to point out, in no un- 
certain terms, that the gallon jug 
is vital to the defense program, and 
to urge readers to advise the Milk 
Advisory Committee of the OPM 
that they heartily endorsed this 


“Our diplomatic officers accred- 
ited to Japan are immuned in that 
country where they will remain 
until they can be exchanged for the 
Japanese diplomats in America. The 
same is true with our people in 
Germany. They are being excel- 
lently provided for in these coun- 
tries. Not only to carry out our 
obligation under international law 
but to assure the safety and well 
being of our own people in foreign | 
lands the State Department is anxi- | 
ous to do as well by the Japanese, 
Germans and Italians as those coun- 
tries are doing by us. 

“The State Department requested, 
as a matter of patriotic duty and as) 
a measure of national defense, that | 


statement. The dairy advisory com-| The Homestead take care of the 
a Japanese and the Greenbrier the| 
hé 'German diplomatic forces pending | 
4/ ON | their exchange. The Homestead 
| ul er felt that such a re- 
quest could not and should not be 

JUG WH | questioned. 
othe | “Although the full Homestead 
...vital to the MATT personnel is on duty and we are 
a DEFENSE le Ce, - furnishing to the Japanese regular 
PROGRAM Homestead service we are precluded 
v + Members of The Milk Advisory Committes of The opm | from taking other guests while these 


— ‘ComstBER TWESE IMPORTANT FACTORS: 


ac, sue 


UO kk al 


~~ 


_ - 


[4 Tear Out This Page. Sign Your Mame. and Send HK Te OPM » 


The LAWSON MILK Co. 


mittee, Mr. Lawson feels sure, is 
interested in eliminating waste and 
insuring an adequate supply of 
fresh milk, so obviously “they can- 
not THINK of eliminating the eco- 
nomical gallon jug as a container 
for nature’s most vital necessity.” 

In spite of that, they 
else—apparently 
eliminating the gallon jug—or does 
Mr. Lawson just like to run buckeye 
pages for the fun of it? 


or someone 


The Unwanted Guests 

The sad situation in 
Homestead, Hot Springs, Va., finds 
itself as a direct result of the war 
will wring the hearts of many, par- 
ticularly among the hundreds of 
admen who have attended some of 
the scores of advertising conclaves 
held there in recent years. The 
Homestead, that most correct of cor- 
rect habitats of the great and the 


which The 


wealthy, is suffering under the 
strain of entertaining uninvited 
and most unwelcome guests. 


But let Fay Ingalls, president, tell 
you the story has told it by 
letter to all his recent guests: 

“It may have come as a surprise 
to you as it did to us to find that 
the war reached directly and im- 
mediately far into our secluded 
mountain valley. 


as he 


has thought about 


aliens are with us. 

“Everyone in the government is 
most anxious to return these for- 
eign diplomats to their own coun- 
tries. The plans are that they will 
leave The Homestead and this coun- 
try early in February... 

“By the time Spring returns to 
our valley, all traces of alien visi- 
tation will be gone. The experience 
of other warring countries has 
shown the immense value to men 
and women harried by the worries 
and effort of war, of a quiet refuge 
from the scenes of activity. That 
The Homestead can afford such an 
opportunity for rest and recupera- 
tion we feel gives us the chance to 
furnish an important and necessary 
contribution toward efficient Na- 
tional Defense.” 


Jottings 

Clyde Bedell, who recently took 
over advertising direction of The 
Fair, Chicago department store, has 
succeeded in getting at least one 
Chicago paper to permit the use of 
irregular-size space, such as is com- 
mon in New York and other cities. 
He used two facing advertisements 
in the Feb. 1 Sun one 240 lines 
deep on three columns and 145 lines 
deep on two columns, and the other 


about 275 on three and 133 on 
three—without intervening column 
rules, and think it’s a local “first.” 
In Indianapolis, Rhoades, Hice & 
Etter, local photo-engraving com- 
pany, used large-space newspaper 


advertising the other 
all advertisers to disgorge their 
old printing plates immediately 
“There's a bomb for Japan or Hitler 
in your store room of old printing 
plates,” the ad said. 


day to urge 


| No. 1909. 


Advertisers 


The following documents may | 
secured without charge from com- 
panies sponsoring them, or throug 
ADVERTISING AGE, by any nation 
advertiser or advertising agen 


| executive writing on his busine 


letterhead. 


No. 1940. A discussion of Outdo 
Advertising. 


Two booklets have been prepar: 


| by United Advertising Corporati: 


one of which is based on a deba 
in which Leonard Dreyfuss chan 
pioned the cause of outdoor, and t! 
president of the New Jersey Sta 


| Federation of Women’s Clubs to 
| the negative side. 
| . . 

| let discusses the economic 


The other boo} 
impo 


| tance of outdoor in business. 


No. 1941. Survey of Spendin 
| Power. : 

| A nation-wide survey of ra 
|track fans, conducted by Danie 


| Starch & Staff, has been issued b 
National Turf Dailies. The materi: 
indicates age groups, income an 
buying habits, as expressed in bran 
preferences in several classifica 
tions. 


No. 1942. You Can Use 


Stamps in Your Business. 

McLaurin-Jones Company has is 
sued this booklet which tells al! 
about poster stamps—what they are 
how they can be used in the adver- 
tising program — with many illus- 
trations and suggestions on subject 
matter and plans for distribution. 


Poste 


Toledo Market Data. 

The Toledo Blade has issued this 
file folder of sturdy board, designed 
to hold a continuing record of mar- 
ket data which will be issued from 
time to time. The current release 
is a large, easy-to-read map of met- 
ropolitan Toledo and its retail 
trading area, with market facts 
tabulated in each county, and a 
summary of the data and explana- 
tory notes. 


No. 1916. Hit Home with the Home 
Dailies of Oklahoma. 

This survey, issued by Southwest 
Dailies, contains a wealth of infor- 
mation on the market covered by 
the 23 daily newspapers of the 
Southwest Dailies group. A _ con- 
venient summary tabulates figures 
on population, number of stores, 
amount of sales, value of farm 
crops, and other points, while the 
following pages contain a detailed 
analysis of the data, including cir- 
culation of SWD papers. 


No. 1927. It Died Last Night. 


The title of this booklet, 
by Criterion Advertising Service 
isn’t as gruesome as it sounds. I! 
is the diagnosis of the Chinese wh: 
didn’t know he had to wind h 
watch. Criterion uses the story 1 
point out the fact that advertisi: 
needs regular winding an 
with pictures and text, shows ho 
Criterion displays do their work. 


issued 


also 


No. 1923. Los Angeles, Key to t! 


Southern California Market 
The Los Angeles Herald-Expr: 
has issued this new study, whi 
provides a thorough analysis of t 
Southern California market area. 
deals with population, including 
graph of eight major city areas 
the country, and includes maps 
Los Angeles city area and cou! 
a study of the food, drug, auto! 


tive and liquor markets, w 
accompanying maps, and co\ 
commerce and the “plus” defe 
market. 
No. 1930. Troy —a Major )} 
York Market. 
Market statistics for Troy, N 


are covered in detail in this fo 
issued by the Record Newspap: >. 
There is a map of the city zone ! 
another of the retail trade zone, . 
data for both areas are arrange '" 
tabulations. 
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ADVERTISING AGE 


CAMPAIGN OPENER 


yn Both the Battle Front and the Business Front 
)IEBOLD Equipment Meets America s Vital Needs! 


DIEBOLD 


With this two-color advertisement, Die- 

bold Safe & Lock Co. will launch its 

heaviest drive in years using magazines 

and business papers throughout 1942. 

Sweeney & James Co. handles the 
account. 


Diebold Expands 
Ad Schedule for 
1942 Campaign 


Canton, O., Feb. 4.—The Diebold 
Safe & Lock Co. has scheduled its 
most extensive advertising cam- 
paign in years, to run through 1942 
in Business Week, Fortune, News- 
week and Time. First copy will 
appear in the Feb. 14 issue of Busi- 
ness Week. 

The company, which is said to be 
the largest manufacturer of light 
armor plate in the country, will tell 
a double story of war and business, 
bringing out the high quality of its 
products in each field. Initial copy 
is headed, “On both the battle front 
and the business front Diebold 
equipment meets America’s vital 
needs.” 

Airplanes, a half-trac, scout car, 
and field gun with armor shield are 
illustrated in an action scene. Die- 


i mens 
#purag 


ma 


| Important 


TO YOU 
as the Seasons 
r client's advertising in monthly 
Iss s made doubly effective when 
yo se dominant space in these 


| FEATURE ISSUES 


Apr | MARINE TRANSPORTA- 

TON Issue 

Re erborne Freight—Waterfront | Ware 
t _and Stevedore und »=sthe 

of them 


- M \TERIALS HANDLING 


of mobile and stationar 
lling Equipment for interna 
e¢ to Manufacturers 


Vetover—. MOTOR = TRANSPOR- 
TATION Issue 
. 1 Transport wy pme nt and Sup 

Private Fle Ow in Ir dust ry 


Publ eenhen and Waret 
Janvory ANNUAL SHIPPERS’ 
DIR CTORY 

L r sellir 1 wide range of Auto 

lateria Handling, Transportatior 
hs ind Miscellaneous Products and 

~hedule DandW for 1942. 
PUBLICATIONS, INC. 
100 EAST 42nd ST. ® 
NEW YORK 


bold furnishes armor plate for this 
equipment as well as for tanks and 
other war products. It made armor 
plate for tanks during the last war. 

While dramatizing the war con- 
tribution, copy brings out the com- 
pany’s domestic products such as 
vaults, safes, and the Diebold Car- 
dineer rotary file. All advertise- 
ments in the national list will be in 
two colors. The company will also 
use trade publications and employ 
a strong merchandising campaign 
through branches and_e dealers. 
Sweeney & James Co., Cleveland, i 
the agency in ‘omy. 


WGES Remakes Forjoe 

Station WGES, Chicago, has ap- 
pointed Forjoe & Co., New York, as 
national representative. 


Senden FIC Chee 


Sheffield Farms Company, New 
York, has entered a general denial 
of the recent Federal Trade Com- 
mission complaint charging the 
milk concern with unfair competi- 
tive practices in connection with its 
purchases of milk products from 
producer cooperative associations. 
Sheffield’s answer further contends 
that the alleged practices are not in 
interstate commerce. 


Offers Dealer Promotion 

A promotion program for elec- 
trical dealers is being offered by the 
Electrical-Home Equipment Dealer, 
Chicago, which includes a- monthly 
service of merchandising ideas, co- 
operation with manufacturers, an 
agreement to change window dis- 
plays at least once a month and to 
keep a prospect list: 


Joins Pillsbury Agency 


Bess Collins, 


formerly secretary 
in the 


advertising department of 
Liberty, has joined the Pillsbury 
Agency, New York, where she will 
specialize in advertising secretarial 
placements. 


Flamm to WBYN 


Sidney J. Flamm, formerly assist- 
ant to the president of Station 
WMCA, New York, and member of 
the board of directors, has joined 
WBYN, Brooklyn, as vice-president 
in charge of sales. 


Names Simpson- Reilly 

Simpson-Reilly, Ltd., has 
named Pacific 
for Buildings and Building Manage- 
ment and National Real 
Journal, Chicago. 


been 


Coast representative 


Estate 


Merge Tulsa Agencies 


The combined staffs of Leslie 
Brooks & Associates and Wilson Ad- 
vertising Agency, both of Tulsa, 
have been merged as Brooks-Wilson 
Advertising Agency, with Leslie 
Brooks and Robert L. Wilson as 
partners. 


JOHNSTONE «../ CUSHING 
ISS E.44 ST.N.Y.C. MU 2-6236 
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2 the fable of 


tonce there was a sheep named Theodore 
“hejwas rightfully proud of his fine coat 
“all wool and a yard wide he would say 
“af you let him 
one.day he saw a sign in a restaurant 
*watch your hat and coat 
“bah: said Theodore 

how can I suddenly lose something 

it took years to grow 

nevertheless not long after 

he wandered into a clip joint 

and came out coatless 

that was too much for Theodore 

he ended up as a diploma 

in a small midwestern college 
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the time to protect your business is while you still have it 


In 1917, the war doubled the sales of a great roofing company. In the face of a zoom- 
ing market on roofing of cantonments, textile mill villages and prospering farms, 
the company stopped advertising. Farsighted smaller companies increased their 
advertising and as a result emerged as post-war leaders in the roofing business. 
Today, the non-advertising company is only 1/13th of its size of the pre-war era. 
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Copy and Corsets 
Fitted to Type, 
Is Clinic Formula 


Advertising's Role in 
Consumer Adjustments 
Forecast 


By JOHN CRICHTON 


Chicago, Feb. 3.—Advertising and 
promotion, as well as corset-fitting 
practice, should be tailored to the 
individual, manufacturers and pro- 
ducers’ representatives were told 
here yesterday at the annual Chi- 
cago Corset Clinic held in the Mer- 
chandise Mart. 

The number one question of the | 
corset makers—are we going to get} 
rubber, and if we don’t, what sort | 
of replacement garments can we 
use?—went unanswered. Whatever 
is up the industry’s sleeve in the 
event that rubber is not forthcom- | 
ing was not released for public con- | 
sumption. The best reassurance 
given to the many women who fear 
the rubber shortage was the empha- 
sis to be placed on fitting individual 
body types, since available ma- 
terials may not be as flexible as 
before. 

In a panel discussion on market- 
ing and merchandising practice, the 
clinic heard Thomas Lowery, assist- 
ant advertising manager of the Chi- | 
cago Daily News; Ralph Younker, 
advertising manager of J. L. Hud-| 
son Company; John T. Pirie, II, di- 
visional merchandise manager of 
Carson, Pirie, Scott & Co., and Al-| 
fred Schmidt, salesman for Muns- 
ingwear, Inc. The panel also pre- | 
sented Estelle Popp, designer for 


Bien Jolie; Billie Eisch, promotion | 
department, S. H. Camp Company; | 
Ilga Martin, personnel department, | 
Elder Johnston Company; Lillian | 
Pannossian, corset buyer for Thal- | 
himers; Lina Lockey, corset buyer | 
for Marshall Field & Co.; and Zelma | 
Bendure, corset manual author. 


Sets Percentages 


Of particular interest to adver- | 
tising and marketing men were the 
opinions expressed by Mr. Pirie, Mr. 
Lowery and Mr. Younker. In com-| 
mon, they agreed that advertising 
at present must be aimed at par- 
ticular customers and feature par- 
ticular corset models, with Mr. 
Younker adding that the tie-in be- 
tween foundation garments § and 
fashions could be an effective mer- 
chandising move. In reply to a 
question by Mr. Schmidt as to the | 


NEW HAVEN 
As Fist! | 


\ 


Lee De Forest of New Haven erected | 
there the first wireless mast and sta- 
tion to be built in New England for 
direct communication to New York 
City. At the time of the completion 
of the New Haven station in 1904, 
Alexander Graham Bell made the pre- 
diction that in his opinion wireless 
some day would replace cables to reach 
distant countries. 


Che New Gaven Register 


'6 per cent.” 


FIRST in Connecticut in nce 


percentage of advertising which 
should properly be allocated to the 
corset department, Mr. Younker 
estimated that “if it’s less than 3 
per cent, the department is starving 
to death, and in normal times the 
allowance should be between 3 and 
This, he added, ex- 
cluded the manufacturer’s adver- 
tising allowance. 

Mr. Younker later touched on two 
questions which affect all adver- 
tisers. Asked how effective adver- 
tising could be obtained, he replied 
that “the buyer must tell the 
copywriter what the _ individual 
article will do for the consumer,” 
and reiterated the statement later, 
emphasizing that effective copy 


could only be written when the must be made to fit without the! Bank of America bldg. 


objective was clear. In speaking 
of nationally advertised brands as 
opposed to private brands, Mr. 
Younker asserted that the corset 
trade leaned toward the establish- 
ment of a “name,” that stores like 
“name brands” because they are 
easier to sell, and that, in his opin- 
ion, corset manufacturers would 
find it dangerous to relax their pro- 
motional efforts. 

An indication of how educational 
copy will be used by the corset 
makers lies in one statement voiced 
by the panel. “With rubber, a girdle 
or corset could be designed so that | 


its imperfections were compensated | Moves to New Offices 


for through the rubber stretching 
to fit the figure. Now the corset 


- - - es 


magic of rubber.” The clinic was “Radiomania” Names Re 

promised that “new methods and | ; ; ; Pp 
materials” will make their appear-| _%@diomania, Havana, official Or- 
: age renee, | gan of the Cuban Federation of Ra. 
ance in answer to the prayers of the | dio Stations, has appointed Pa 

manufacturers, but just what these American Publishers Represe: - 
new production weapons are was tives, New York, as its United St: te 
not revealed. The clinic was told, | representative. ’ 
though, that “women in defense in- 


dustries will need better and better | Hopkins to Okmulgee 
foundation garments” and that “ad- | Steve Hopkins, formerly on th 
vertising must help by selling wo-| advertising staff of the News-Hor, 
men on health and keeping in| qld, Marshfield, Wis. has been 
shape, and introducing new ma-| named advertising manager of the 
terials.” | ory Times, Okmulgee, Okla. 


To Hixson-O’Donnell 


Standard Gas Equipment Cor) o- 

Merchandising Factors, Inc., San| ration, New York, has appoin‘ed 
Francisco, has moved to the new | Hixson-O’Donnell Advertising, Now 
| York, as advertising agency. 
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Joins Association 

Alfred J. Worsdell, Jr., formerly 
assistant manager of the Credit 
Bureau of Greater New York, has 
joined the New York State Council 
of Retail Merchants, Albany, as ex- 
ecutive manager. 


To Hirshon-Gartield 


S. Albertson Company, grower 
and. distributor of Babi - Juice 
Oranges, Boston, has named the 


Boston office of Hirshon-Garfield as 
advertising agency. 


Merritt Joins WJBK 

Franklin Merritt, formerly secre- 
tary of the Menominee, Mich., 
Chamber of Comerce, has joined 
the sales staff of WJBK, Detroit. 


Collins Raises Hough 


Leonard B. Hough, formerly man- 


ager of export sales for Collins 
Company, Collinsville, Conn., has 
been named _ vice-president’ in 


charge ef sales. 


To Chandler-Evans 


Howard L. Hartman, for the past 
11 years with Pratt & Whitney Air- 
craft Division, has joined Chandler- 
Evans Corporation, Meriden, Conn., 


as assistant general manager. 


Stephenson Returns 


Arthur C. Stephenson, for the 
past three years with the sales staff 
of WOC, Davenport, lIa., has re- 
joined the sales staff of WIBA, 
Madison, Wis. 


“Yankee” Names Taylor 


John R. Taylor has been named 
advertising director of Yankee Mag- 
azine, Old Farmer’s Almanac and 
American Cookery, with headquar- 
ters in New York. He succeeds 
Charles S. Holbrook. 


MacNaught Advanced 


Malcolm S. MacNaught, formerly 
sales manager of Electrical Con- 
tracting, New York, has been ap- 
pointed manager of that publication. 


Arndt Raises Preston 


Seymour S. Preston, Jr.. for the 
past three years a vice-president of 
the agency, has been elected a 
director of John Falkner Arndt & 
Co., Philadelphia. 


“The home is the place where resolution is strengthened; where rest 


is found; where the reservoirs of purpose are replenished. It is the 


governor on our energies and our anxieties. It is the source of personal 


strength for the orderly and energetic performance of our part, day 


after day and week after week, in wartime production. It is a place u4 = 


where the workers and fighters of our country may drink of the fountain 


of courage. That is the responsibility of home.” 


... from Better Homes & Gardens—February issue, 1942. 


The 


And what now, in this emergency, is the editorial policy of Better 


Homes & Gardens? Stated simply —/f és the same as it has 


always been. Quite naturally, it is adapted to current condi- 
tions and current problems. But, basically, it continues to 
recognize that the most fundamental and important mo- 
tivation in life is the desire to make home, and everything 
associated with it, more pleasant, more livable. Every line, 
every page, will be, as always, dedicated to a policy of help- 


fulness in homemaking and in keeping with the American 


way of life. 


. 


—Helping more than 2,400,000 Suburban Home Families Plan for 
Today—and Tomorrow. America’s Biggest Suburban Home Market 


Despite Curb on 
Production, Roper 
Maps Campaign 


Rockford, Ill, Feb. 5.— Despite 
the government - requested cut in 
gas range production, George D. 
Roper Corporation has plotted an 
ambitious consumer 
campaign for 
magazines. 


The drive, supplemented by a 


advertising | 
1942, using national | 


variety of new dealer aids, will be | 


American 
& Gardens, 


concentrated in 
Better Homes 


Home, 


Good | 


Housekeeping, House Beautiful and | 


House & Garden. Two 
papers, Building Reporter and Prac- 


business | 


tical Home Economics, will spread | 


the Roper story to architects, build- 
ers and the home service group. In 
all, the consumer program will in- 
clude more than 13,000,000 mes- 
sages to homemakers throughout 
the nation. Roper also is taking an 
active part in advertising activities 
of the American Gas 
whose full-color full-page copy in 


Association, | 


national magazines during the No- | 


vember - January period featured 
prominently a Roper patented 
“Staggered Top” gas range. 

The company, whose advertising 
manager is El Hollingsworth, takes 
the view that while production cur- 
tailments and many other difficul- 
ties will be imposed upon it during 
the war emergency, it must go 
ahead aggressively with hard - hit- 
ting advertising and merchandising 
helps for its gas company and dealer 
retail outlets. Roper will soon com- 
plete a $500,000 plant for the man- 
ufacture of 75 millimeter armor 
piercing shot for the U. S. Army, 
thus maintaining its present em- 
ploye personnel for the peacetime 
day when it can embark upon an 
enlarged range production program. 

Suggested newspaper advertise- 
ments for individual dealers and 
companies, plus radio spot an- 
nouncements already prepared, are 
offered by the company. Pennants, 
streamers, displays, price tags, fold- 
ers, cards, broadsides, two new con- 
sumer booklets and salesmen’s visu- 
alizers are included in the 1942 
Roper merchandising kit 


Drops Ad Budget 

San Antonio’s new fiscal budget 
eliminates a two cent advertising 
tax, which heretofore had given the 
city an annual sum for municipal 
advertising. 


Durstine Adds Magro 


John L. Magro, formerly 
tant advertising and promotion 
manager of Manning, Bowman & 
Co., Meriden, Conn., has been ap- 
pointed manager of the Cincinnati 
office of Roy S. Durstine 
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Food will buthd a WEW America 
Macfadden magazines will back the 
national nutritional defense drive with 


this copy in February and March issues, 
emphasizing the vital importance of 
proper diet. 


Two Join Robotham 

Richard F. Augur, formerly in 
charge of layout and copy planning 
for Taylor & Greenough Company, 
Hartford, has joined the copy and 
plan department of Edward W. Ro- 
botham & Co., Hartford. Robert W. 
De Wolf, formerly in the publicity 
department of General Electric Com- 
pany, Schenectady, has also joined 
the agency’s copy and plan depart- 
ment. Eleanor G. Barnard has as- 
sumed the duties of production 
manager in the absence of William 
S. Robotham, who has enlisted in 
the Navy. 


New Rate Card for WMCA 

Station WMCA, New York, has is- 
sued rate card No. 23,which became 
effective Feb. 1. Basic one-time 
rate for general broadcasting is un- 
changed, while rates for two to 
seven times per week will repre- 
sent discounts ranging from five to 
30 per cent below the one-time 
rates. Class “B” and “C” hours 
will be changed slightly. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 


petitive advertising files and for de- 


veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. Chicago, Ili, 


BUSINESS PAPERS e¢ FARM PAPERS 
GENERAL MAGAZINES 
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PRODUCT INFORMATION IS |= 
MORE VITAL NOW THAN EVER |- 


- 


Write 


for 


$79 to $85 a month to place a 
factual advertisement for your 
product before more than 52,- 
000 active plant operating men 
in the larger plants in all indus- 
when and where they 
now look for their current oper- 
ating requirements. Details? 
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February 9, 1942 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Take Your Choice 


To the Editor: I wonder how 
many readers will report this en- 
closed subtle piece of juxtaposition? 

J. H. MILuer, 

Advertising Manager, Mennen 

Company, Newark, N. J. 


v v v 
For “Owner-Partners” 

To the Editor: I wish to thank 
you for your helpfulness to us with 
our recent informal stockholders’ 
meeting in Chicago. ADVERTISING 
AGE was most generous in its treat- 
ment of our efforts, and I am par- 
ticularly grateful because these 
meetings are certainly no longer 
“news”. 


But I am convinced that the idea | 


behind them is more important now 
than ever. Thrifty Americans every- 
where are making our enormous 
war effort possible. It is vital that 
management keep these owner- 
partners informed, in order that 
they may be intelligent participators 
and articulate in their own behalf 
and in the behalf of the country. 
The press is in a wonderful posi- 
tion to assist in this educational 
process. It is heartening to see 
what a good job you are doing of 
interpreting the intricacies of pro- 
duction and management to the 
public. Radical changes, difficult 
of explanation, are taking place al- 
most daily. This places a heavy 
responsibility upon you editors. 
JAMES F. BELL, 
Chairman of the Board, General 
Mills, Inc., Minneapolis, Minn. 


Shed That Coat! 


To the Editor: After reading the 
article in your Jan. 26 issue regard- 
ing the savings contemplated in the 
tailoring of men’s clothes as pro- 
posed to the members of the Na- 
tional Association of Retail Clothi- 
ers, and reading the various articles 
about the difficulties besetting the 
clothing industry, the writer wond- 
ers why somebody does not start a 
campaign to help not only the 
Army, Navy, Marines and the de- 
fense industries, but also the poor 
suffering man, by eliminating the 
wearing of full suits during the 
summer months. 

Everybody acknowledges that it 
would be far more comfortable for 
men in all walks of life, and this in- 
cludes hard working salesmen, to 
wear sport ensembles or slacks with 
sport shirts during summer months. 
All men would be able to do their 
work better, and would at the same 
time cut down on pressing and 
cleaning bills and save valuable 
cloth for the winter months. 


DRESSED UP 


ACOMPLETE MEAL ‘ 
AND THRIFTY TOO! 


WOT STEAMED OR BOILED BUT 
Prich Oven Bahed 


BAKED BEANS 


* i me oo Fee O& 

cetteeres | ho 7 
tee of Bator Pe The owe @ ENRICHED 
Meters Phos pow bu) the wine 
= 5 FLOUR 


Thanks to the makeup man, the young 
housewife depicted in the Friend's baked 
beans advertisement at the top is pre- 
sented with a pair of silk hose—although 
they properly belong to the Hecker's 
flour advertisement directly below. 


IN THE DARK? 


4 


Westinghouse 
MAZDA LAMPS 


The reader can take his choice here, 
Star's effective blackout or the Westing- 
house advertisement placed directly 
above it in the columns of the Jan. 31 
issue of The Saturday Evening Post. 


Pity the poor salesman who 
travels from office to office. If he 
uses his machine, you can see him 
remove the coat when entering his 
auto, and when he arrives at his 
next call before entering the office, 
he puts it back on. He not only 
removes the coat to be a little more 
comfortable, but to prevent wrink- 
ling from perspiration which calls 
for pressing a suit practically daily. 

The writer has many salesmen 
call during the summer, and the tele- 
phone operator has instructions to 
have them remove their coats, and 
you should see the smile on their 
faces when they know they are not 
breaking any old-fashioned rules. A 
sign in the office of the Michigan 
Paper Company, Plainwell, Mich., 
requests salesmen to remove their 
coats, and salesmen like to call on 
this firm. 

Sport clothes are knit from cot- 
ton, and we will be helping the 
wool industry and ourselves by 
wearing comfortable, good looking 
clothes, like the ladies do in the hot 


| summer months. 


This campaign could start with 
the clothing manufacturers, or 
through department or men’s spe- 
cialty stores, and it will help win 
the war. 

BENJ. F. FAULKNER, 
Cincinnati, O. 


yy 
Something Is Added 
To the Editor: Enclosed is a 


tearsheet from the New York News. 
If you will look closely at the 
Friend’s baked beans and the Heck- 
ers’ flour advertisements you no 
doubt will see why this tearsheet 
is unusual. 

A. H. HILDRETH, 


Moser & Cotins, Utica, N. Y. 


v v v 
In the Field 
To the Editor: Like the “wild 
catter” who started a rumor that 


oil was struck in Hell and then went 
there himself to see if there was 
anything to it, I am doing a little 
advertising for myself. 

From the enclosed samples of in- 


troductory cards and blotters you 
can see that “after 10 sheltered 
years in large studios” I am now 


paying for my own art supplies and 
using them up like mad in making 
original drawings. 
Bos O'REILLY, 
605 N. Michigan avenue, Chi- 
cago. 
v 


Decries Attack on 


Reviews of Borden Book 

To the Editor: Your deep per- 
sonal interest in our recent book, 
“The Economic Effects of Advertis- 
ing,” by Neil H. Borden, and the 
wide circulation of your publica- 
tion in the advertising field, lead 
me to request the use of your col- 
umns to reach your readers with | 
an important message. 

In the unbroken harmony of 
universal acclaim for “the most im- 
portant economic and business book 
of the decade” there is not one dis- 
cordant note. However, a _ recent 
editorial entitled “Rewrite the Har- 
vard Study” has objected to “the 
unfortunate timing of the publica- 
tion date and the’ unthinkably 
clumsy method of release.” This 
editorial reveals a complete lack of 
knowledge of the circumstances 
under which the book was released 
and the editor has clearly under- 
estimated the results obtained by 
the unprecedented publicity break 
accorded this book by ADVERTISING 
AGE and all other important pub- 
lications. Even now, with direct 
promotional activities barely under 
way, we are already pressed to meet 
the demand created by this pub- 
licity. 

The editor’s fear that “the great 
message contained in the book will 
reach only a relative few of those 
interested” because advance copies 
were not released early enough to 
the business press, and that as a 
result editors “were forced to pre- 
sent hastily written and uncritical 
summarizations” is unfounded. To 
refute this contention one needs 
but to refer to the splendid, com- 
plete, and critical appraisal of the 
book which appeared in your own 
columns. Editorial comments in 
other business papers likewise re- 
vealed a thorough understanding 
and critical appraisal of the mate- 
rial, even though they too were 
prepared under admittedly adverse 
conditions. 

The editor’s second major con- 
tention is that it was unimportant 
that the timing of the publication 
of the book should coincide with 
the release of the findings at the 
annual joint meeting of the Amer- 
ican Marketing Association and the 
American Economic Association. 
With this we disagree even though 
the release date did not coincide 
with this editor’s publishing dead- 
line. Before what more influential 
group could this study have been 
launched than a group of the lead- 
ing economists, teachers of market- 
ing, and advertising men—a group 
most active in thinking about and 
writing about and sometimes 
against advertising? 

This editor’s statements concern- 
ing the conflict with the Pearl 
Harbor attack, the general turmoil 


of business, and topsy-turvy condi- | 


tions in Washington are so naive 
that they hardly deserve mention. It 
should be apparent to any critical 
observer that such events cannot 
be coordinated with the timing of 
a book even as important as this. 

We do not agree with this editor's 
suggestion that there is any justi- 
fication for a simple and condensed 
version of this study, for such a 
popular edition would of necessity 
omit much important factual ma- 
terial. That business men should 
have an emasculated summary of 
this study does not coincide with 
our estimate of the intellectual ca- 
pacity of the men in the field of 
advertising and of their ability to 
absorb the volume of detailed data 
vital to a critical and reasoned ap- 
praisal of advertising. 

It is admitted that “The Eco- 
nomic Effects of Advertising” is not 
light reading. Any book that at- 


tempts to present even in a thou- 
sand pages the results of four and 
one-half years of careful and in- 
tensive research in a field as broad 
as advertising must be in itself a 
condensation of facts and figures 
which, if presented in detail, would 
crowd several such volumes. 

I believe that you and editors of 
other leading business papers will 
agree with me that no book of this 
stature should be treated like a 
novel. There are no plans for the 
publication of a condensation. 

Perhaps we too should be “shot 
at sunrise,’ but this letter repre- 
sents our considered opinion of 
what is best for this 
document. 

RICHARD D. IRWIN, 

President, Richard D. Irwin, 
Inc., Chicago. 

[Editor’s Note: Richard D. Irwin, 
Inc., is the publisher of Prof. Bor- 
den’s book. | 


v,gweyY 
Elsie Gives Her View 

To the Editor: Californians are 
used to getting shocks from the East 
and recently we have been used to 
getting shocks from the West, but 
the shocking letter by Mr. W. G. 
Malone of National Enameling and 
Stamping Company would indicate 
that this gentleman who sells to the 
farm field is a little bit 
quainted with it. 

He finds fault with what seemed 
to him the outrageous claims of 
Kow-Kare in their advertising in 
the Pennsylvania Farmer. Western 
cow people think it is pretty good 
stuff. They have been using it for 
many years —long before Ashtray 
breath, Stenographer’s spread, Up- 
sy-daisy panties were heard of. We 
know exactly what the copy means 
when it says “Try it yourself.” 

Kow-Kare is one of the few things 
that can be advertised to western 


monumental | 


unac- | 


ae 
farmers in the same language jp 
| which it is sold to easterners. su. 
ally we westerners have to be 
reached through our specialize, 


media because things are differen; 
out here, as any Jap can tell you, 
The point I want to make is tha; 
National Enameling and Stam ping 
sells to quite a few farmers. May. 
be they would sell to more if ‘hei; 
people were more familiar wit! the 
various media that cover the | irm 
|}market. Then, too, they would not 
| become alarmed at the prospe 
using Kow-Kare on themselve 
an antidote to the birthpangs 
idea. 
ELSIE BORDEN, 
San Francisco, C 
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@ Read the ‘inside story” of dozens of 
Modern Display Creations in the latest issue 
of DISPLAY PARADE. Sent free to purchasers 
of point-of-sale display material. Packed cover 
to-cover with news and views of sales-making 
point-of-sale merchandising displays. 

Write for F-R-E-E Copy 


Modern Display Creations 


4¢ UNION STEEL 


UNION STEEL PRODUCTS CO. 
430 Pine St. - ALBION, MICH. 


“US RED RIVER VALLEY FOLKS CUT FANC 
FIGURES ON SALES CHARTS, TOO! FER 
YOUR INFORMATION, WDAY IS OUR 
STATION-THE ONE STATION SERVING 
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NAB Group Socks 
New Commercial 
Rules on News 


Washington, D. C., Feb. 6.— 
Seeking to improve the commer- 

als on wartime news broadcasts, 
tne code compliance committee of 
tue National Association of Broad- 
isters held a special meeting here 
t» consider suggestions for raising 


‘Three Join CBS 


William Tara, artist and illustra- | 


tor, has become art director for the 
Columbia Pacific network in Holly- 


| wood. He was formerly with R. W. 
| Webster and Staff. Robert Hafter,| officers are, Frank Bruening, Jour- 


|formerly production manager of 
WBBM, Chicago, has joined Co- 
lumbia’s Pacific network as a pro- 
ducer, and Ralph Scott, with the 
network until two years ago, be- 
comes production manager for the 
/net in San Francisco. 


andards in the interest of both} Compton Appoints Two 


} steners and advertisers. 


A survey has shown that news 


broadcasts, as a group, are radio’s 
most popular programs, with 78.5 
er cent of all listeners preferring 
them to any other type of program. 
n view of the broadcasting indus- 
y’s wartime responsibilities to the 
government and to the public, it is 
felt that further restrictions are 
necessary to improve war news 
commercials. 

The NAB 


— 


code committee is 


| Edward Battey, Jr., director of 
jresearch at Compton Advertising, 
New York, has been named a vice- 
/president. Robert Bliss, formerly 
|assistant to the publisher of PM, 
has joined the agency as traffic 
manager. 


Elects Leon Harrison 


Leon Harrison, of the Herald, 
Rutland, Vt., has been elected presi- 
dent of the New England Associa- 
tion of Circulation Managers. Other 


| nal-Courier, New Haven, and Guy 
| Mersereau, Christian Science Moni- 
| tor, Boston, vice - presidents; and 
| Edward Byron, Journal, Kennebec, 
Me., secretary-treasurer. 


Adds R. C. Haws 

R. Calvert Haws, for the past 
year an account executive with Mc- 
Carty Company, Los Angeles, has 
joined Western Precipitation Com- 
pany to assist in advertising and 
sales promotion. Mr. Haws was 
formerly with Henri, Hurst & Mc- 
Donald, Chicago, and head of his 
own agency in Chicago. 


Heads Radio League 

James F. Kyler, WCLO, Janes- 
ville, was elected president of the 
Wisconsin League of Radio Stations 
at its meeting Jan. 26 in Racine. 
Other officers are James A. Wagner, 
WTAQ, Green Bay, vice-president; 
Don Burt, WSAW, Wausau, treas- 
urer; Noel Ruddell, WATW, Ash- 
land, secretary; and Harry LePoide- 
vin, WRJN, Racine, and Ed Allen, 
WIBA, Madison, directors. 


McCray, Johnson Raised 
Thomas C. McCray, since 1925 in 
the program department of WTIC, 
and Walter C. Johnson, in charge of 
sales, have been named assistant 
general managers of The Travelers 
Broadcasting Service, operator of 
WTIC and W53H, Hartford, Conn. 
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Moves to New Offices 
Newby, Peron & Flitcraft, Chi- 
cago agency, has moved to the 


Socony-Vacuum bidg. 


QUALITY - ECONOMY 


THEY CAN AND DO GO TOGETHER 


| 


* BOOKLETS 
FOLDERS S, 
* CATALOGS _ pepartments 
« SALES HELPS 


LAUREL PRO 
480 CANAL S 


DESCRIPTIVE 
MANUAL 
ON REQUEST 


WALKER 5-3030° 


headed by Earl J. Glade of Station | 


KSL, Salt Lake City, as chairman. 
Other members are Edgar L. Bill, 
WMBD, Peoria; Gilson Gray, Co- 


jumbia Broadcasting System; Hugh | 


A. L. Halff, WOAI, San Antonio; 
Henry P. Johnston, WSGN, Birm- 


ingham; William B. Quarton, WMT, | 


Cedar Rapids; Janet MacRorie, Na- 
tional Broadcasting Company; Ed- 
ney Ridge, WBIG, Greensboro; and 
Calvin J. Smith, KFAC, Los An- 
geles. 


Elects M. F. Hall 


Melvin F. Hall, president of the 
agency of that name, has_ been 
elected chairman of the Adcraft 
Forum of Buffalo. S. H. Ensinger, 
advertising manager of Remington 
Rand, was named vice-chairman, 
and Donald Thomas, Wm. J. Keller, 
Inc., was reelected secretary. 


Garver Joins WJZ 
Robert I. Garver, 


formerly ac- 
count executive with 


WOR, New 


York, has joined the sales depart- | 


ment of WJZ, New York. 


* 


OPENINGS 
FOR 
ADVERTISING 
MEN 


* 


An old financial company 
with more than $400,000,000 
in assets can add a limited 
number of men to its Chi- 


cago sales force. 


In the past. many out- 
standingly suecessful) men 
have come into this field 
from the advertising busi- 


ness. 
Prefer considering men be- 
tween 25 and 45: married. 


with children: college or 


high school graduates who 
have lived in Chicago: have 
$1800 up. If 


interested. 


earned from 
you are send 
name. address and telephone 
number to Box 3608. Adver- 


tising Age. Chicago. IHlinois. 


* 


| 
| 


| 


| 


HAMPION MOVES 


to the \War Hront 


Champion supplies pulp for explosives and paper to Government and to war in- 


dustries. They also cooperate in every way with federal agencies to get the greatest 


possible production. Although war activities come first, Champion still makes paper 
for essential civilian needs. Ideal locations, farsighted control of raw materials, 
excellent equipment, and long experience in research and manufacture ... all con- 


tribute to the production of the finest printing paper possible in this emergency. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO ... CANTON, N. C. .. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS: CINCINNATI ~ ATLANTA 
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INDIA MOFFETT—Society editor. 
Her authoritative reports and inti- 
mate contacts give women a front 
seat at the constantly changing 


scene of society's happenings. 


LOUISE BARGELT— Home builders 
editor. Her articles are invaluable 
as a source of practical ideas to 


help make houses more livable. 


HELEN BARTLETT—Etiquet editor 
Specific details on correct social 
usage which thousands of women 


tind both helpfu and practical 


MARTHA MURPHY —Society report 
er. Teas, weddings, travels and all 
the other goings and comings ot 


Chicago and suburban society 


RUTH COOK STEWART—Home eco 
nomics assistant. Her time and 
money saving counsel on food bar 


gains is welcomed by women 


ANTOINETTE | DONNELLY— Beauty 
editor. America’s most famous 
authority on methods to achieve 
beauty. Her sound, practical help 


has won her many friends, 


BETTINA BEDWELL — Fashions corre- 
spondent. Covers major style 
Openings to give readers the news 


of fashions in the style centers 


FREIDA ZYLSTRA—  |nquiring Cam- 


era Girl’ who samples public 
opinion daily : anew feature which 


has won a wide following 


LETTY LEITNER — Needlework edi- 


tor. Daily patterns and easy direc 
tions tor fancy work which thou 


sands of women want and like 


RITA FITZPATRICK —Reporter. Her 
slant on a news or feature story 
steps up the interest with which 


men and women read the Tribune 


SIGRID SCHULTZ—Celebrated mem- 
ber of the Chicago Tribune foreign 
news staff now on leave in the 
United States after many strenu- 


ous years abroad. 


GLADYS HUNTINGTON BEVANS— 
Child training editor. Interprets 
child training methods old and 


new for the benefit of parents 


RUTH MACKAY—' White Collar 
Girl.’ Because she talks the 
business girl's language, Ruth 


MacKav's column is widely read 


MAURINE MYERS— Reporter. Friend- 


ly, topical news of the neighbor- 
hoods—another reason why so 


many women read the Tribune 


JEANNE McCARTHY —Reporcter. Her 
gift for gathering and reporting 
the neighborhood news is well 


known to thousands of readers 


fu— | 
—. At 


aaa 


COUSIN EVE—Society correspon- REA SEEGER —Chicago fashions edi- 


tor. Keeps women in touch with 


MAE TINEE— Motion picture edit 


dent. Her fascinating accounts are Because they trust her judgme: 


filled with the names and doings every worthwhile new style and Chicago movie-goers depend « 


of famous people in which women value available in ever-changing Mae Tinee’s reviews of curre 


are interested. variety in Chicago stores. offerings. 


“gy 
Si a 


7 


ELEANOR NANGLE—‘'Thru the MARCIA WINN—''Front Views and HERMA CLARK — ‘When Chicag» 


Looking Glass."’ For news of mod- Was Young.” 


Profiles."’ Sprightly and whimsical Her chronicle ot 


ern beauty aids, women turn to tales of life and reactions to life as early days in Chicago has an et 


Eleanor Nangle’s Tribune column it is found today in the big city during interest to Tribune reader 


/ 


IRENE STEYSKAL—Club editor. Her 


JUANITA DALY—Reporter. To both JUNE GESERICK—Reporter. Her 


reporting of Chicago women's men and women readers, her by- 


neighborhood news is another link 


club activities makes news for line Over a news story signities in the friendly relationship b 


women of all ages interesting reading tween the Tribune and its reader 


friendly prospect is an easier prospect to sell. In 

Chicago, you can turn women’s friendly interest 
to best advantage by building your selling drive around the 
Chicago Tribune. 

Chicago’s largest constant audience of women from long 
experience has come to rely as friends and counsellors on the 
Tribune women writers and editors shown on these pages. 

In the daily contributions of this staff of women editors 
and writers, they recognize a sympathetic understanding of 
their wants and problems. Cookery, beauty, motherhood, 
etiquet, fashions—to cover these and all the other subjects of 
primary interest to women, the Tribune spares no expense 
to engage the best talent available. 

It provides every facility with which these women cae 
give full play to their special abilities. It sends them ca 


and far to gather and report in comprehensive detail eet) 
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FANNY BUTCHER—Literary editor. MARY MEADE— Home economics 


Internationally recognized as one editor. Daily guidance to good 
of the most trustworthy authori- eating which is eagerly welcomed 
ties on books and writers and by housewives in thousands of 


events in the literary world. homes thruout Chicagoland 


significant activity in which women are interested. And to 
keep ahead of an alert readership, the Tribune continually 
pioneers in new fields of importance to women. 

The confidence women repose in the Tribune is indicated 
by the volume of response from women, totaling in a year 
~by mail, phone and personal visit—in excess of 1,500,000. 

Because women turn likewise to the Tribune for buying 
ideas, Chicago retailers in 1941 placed in the Tribune more 
of their appropriations for women-appeal advertising than 
they placed in any two other Chicago newspapers combined. 

You, too, can sell more to Chicago women by building 


jour advertising program around the Tribune. 


EDITH WEIGLE—Home furnishings 
and interior decorations editor 
Thousands of women consult her 
column as a dependable guide to 


home planning 


MARGOT— Women's fashion artist 
In black and white and in color 
her sketches keep women intormed 


of Chicago's newest tashions 


GLADYS PRIDDY—RKeporter. Her 
neighborhood news helps give the 
Sunday Tribune as homey a slant 


as the folks next door 


HARRIETT PRIBBLE —Socicty report 


er. Her fresh, engaging reports 
give new interest to the activities 


of society leaders 


ELEANOR JEWETT— Art editor. In 
her reviews, readers find the 
breadth of judgment and taste 
essential to evaluating the works 


of noteworthy artists 


SALLY JOY BROWN— ‘Friend in 
Need.’ Thru her, Chicago women 
respond quickly with direct, prac 


tical help to the needy 


KAY FLETCHER —Home economics 
assistant. Her tested recipes and 
cookery lore that women clip and 


treasure have won many friends 


YVONNE CROWLEY — Home econom- 


ics assistant. What to buy and how 
to cook it are the ever present 


problems she helps women solve 


THE WORLD'S GREATEST NEWSPAPER 


Total net paid circulation: Daily, over 1,000,000 
— Sunday, over 1,100,000 
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Fuller Tells Magazines’ 


Place in National Life 


Act as Mucilage Binding 


National Unity, Curtis 
Head Tells Employes 


New York, Feb. 5.—An interest- 
ing exposition of the place of na- 
tional magazines in American life, 
and of the importance of keeping 
them “alive and well” during the 
existing emergency, is presented in 
a letter written by Walter D. Fuller, 
president of Curtis Publishing Com- 
pany, to Curtis employes, and made 
available to members of the Na- 
tional Publishers Association as a 
model for their own use. Mr. Fuller 
is chairman of the general legisla- 
tive committee of the association. 

Explaining to Curtis employes 
that he was writing them to give 
them some facts about their jobs, 
their company and industry, and 
their importance to America in 
these critical times, Mr. Fuller 
wrote: 


“All of us who are a part of the 


Curtis organization should know 
that we are playing an important 
and essential part in 
wartime activities. Magazines ce- 
ment unity, they supply vital infor- 
mation, stimulate morale, nurture 
education, provide relaxation and 
spread the truth everywhere. 
“Mucilage of Unity” 

“This is a country with a great 
diversity of interests. People from 
every land, of every religion, of all 
political viewpoints, live in America. 
The conflict of interests, the sec- 
tionalism, the disunity that might 
exist without the free interchange 
of information through publications 
such as ours can hardly be imag- 
ined. H. G. Wells says that the 
Roman Empire collapsed because 
there was no means of unifying the 
outlying districts with the capital. 
In America magazines have done 
that unifying job since Civil War 
days. There were no truly national 
magazines when the seeds were 
sown which produced our Civil War. 

“Magazines are the mucilage that 
helps our 48 states to stick together. 
Almost simultaneously, through the 
influence of magazines, California 
and New York and all the country 
between think the same about cus- 
toms of living, about clothes, about 
food preparation and hundreds of 
other subjects. Whether it is a 
matter of industrial progress, or of 
political doctrine, or of how to live, 
national magazines provide under- 
standing which is the first necessity 
of national unity. And this has 
been done in America by persuasion 
and evolution, never by compulsion 
or regimentation. Perhaps in years 
to come the spreading of similar 


magazine influence throughout the 


world may bring like unity of 
thinking and effort to all mankind. 


3 = ae 


“DEPARTMENT 


+ STORE ECONOMIST 4 


— the 1942 © 


thal needs 
NOTIRES | 
fe go where 
DEPARTMENT STORE 
BUSINESS IS! — 


America’s | 


“In America sectional problems 
no longer have an opportunity to 
get beyond the discussion stage. 
There never has been a great sec- 
tional difference in the years since 
the Civil War. It is significant that 
these have been the years in which 
national magazines have expanded 
rapidly. Newspapers have expanded 
too, but by their nature they are 
sectional, not national in influence. 
Radio has recently entered the na- 
tional field and assists in preserving 
the unity which magazines already 
have established, but radio, like 
newspapers, is often sectional. 


Preserve Press Freedom 


“During the last war the impor- 
tant part played by magazines in 
bringing national unity was charac+ 


_——— 


terized by a United States Senate 
Committee in these words: 

“*To jeopardize the existence of 
the press is to imperil the life of the 
government itself, so dependent is 
a democracy upon the prompt and 
widespread information of its peo- 
ple. Therefore whatever affects the 
publication of its newspapers and 
periodicals likewise affects the wel- 
fare of the government, and the 
necessities of such publications be- 
come in fact public necessities.’ 


“The most ardent partisan of 
national magazines could say no 
more. 

“Freedom of the press is one of 
the foundations upon which the 
institution of democracy rests. It 
is one of the freedoms for which 
we are fighting today. Magazines 


are constantly defending that free- 
dom, along with the newspapers. 
The defense is through education 
based on information. 

“True information is one weapon 
America has in this war which the 
people of no Axis nation have. 
True information is the muscle- 


| 


building food of national morale. 
Without staunch morale, founded 
upon truth and sincerity, no nation 
can be great or strong for long... 


Advertising Important 


“Nor should anyone lose sight of 
the fact that magazines perform 
their many valuable services to the 
nation partly because of revenue 
from advertising. In fact, advertis- 
ing which the Curtis Company with 
other magazines and newspapers 
have led in developing, has played 
an important part in itself. While 
advertisers have been busy selling 
their products, they also have been 
creating demands which necessi- 
tated plant expansions, increased 
employment, developed skills, im- 
proved machinery and production 
methods, and stimulated invention. 
Advertising created the necessities 
which mothered the invention of 
mass production. Mass production 
is America’s great weapon in this 
war. 

“America 


should thank advertis-| 
ing, magazines and newspapers for! 


making possible the plants and the 
skills which today will build oy, 
munitions and our war machine 


All Doing a Job 


“Today and tomorrow, as adver. 
tising continues its course, it wij] 
keep strong the eagerness to fi) ish 
this war job skillfully and success. 
fully. It will keep alive the mom. 
ory of the wants that cannot nov. be 
satisfied because of = shortazes 
against the time when raw m te. 
rials are once more available. [py 
advertising we will find a cons’ int 


| urge to increase our efforts to b: ing 


the ways of peace back to the 
and 


an effective shock-absorbe: tp 


— 


TO SMALL 


ADVERTISERS: | 


Our 25 years’ practical, hard-boi! od 
experience enables us to show you how 
to get 10% to 20% more out of a 
limited appropriation. Write Cahull 
Advertising Agency, Fox Bldg., Phila., Pa, 


BASIC STATIONS—COLUMBIA BROADCASTING SYSTEM...G. A. 


RICHARDS, PRES 
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cushion the return of industry to its 

pormal peacetime function. 
“Printing presses and _ printing 
k are potent weapons. This com- 
iny has used these weapons to aid 


America in two previous. wars. 
America won the war of 1898. 
merica won the war of 1917. 


America will win the present war. 

And all of us are privileged to play 

, actual part in the new victory... 
Defends Magazines 


“I ask that you defend the posi- 
ton of magazines as wartime neces- 


information is needed I hope you 
will let me know so that it can be 
supplied. 

“We can’t all be Marines at Wake 
Island. We can't all be building 
bombing planes and tanks or serv- 
ing in the Red Cross. But all of us at 
Curtis are ‘Marines in America’s 
cause’ today, helping make this a 
stronger, braver nation and helping 
repel fear, disunity, discontent and 
the other enemies of national wel- 
fare.” 

The letter also included specific 


ADVERTISING AGE 


Gardner Cowles, Jr., 
Heads “Register-Tribune” 


Gardner Cowles, formerly presi- 
dent, has been elected chairman of 
the board of the Register and Trib- 
une Company, Des Moines. Gard- 
‘ner Cowles, Jr., formerly vice-presi- 
dent, has been elected president. 

Craig R. Lawrence, commercial 
manager of Stations KSO and 
KRNT was named a vice-president 
of lowa Broadcasting Company, Des 
Moines; Luther L. Hill was elected 
executive vice-president and treas- 
urer, and Sumner D. Quarton, Cedar 


sities whenever and wherever the 
opportunity comes. I hope that you 

ll be forceful and vigorous in the 
defense of your publications and of 
your industry. And if additional 


ization 


information about the Curtis organ- 
and 
they have done and are doing, how 
many persons are employed, etc. 


AGMA Submits Service 


Rapids, was elected an 
vice - president. Gardner 
Jr., was reelected president. 


magazines—what 


Curtis Names Field 


; Charles Barr Field has 
Associated Grocers Manufacturers appointed manager of the Detroit 
of America, York, has insti-| office of the advertising department 
RECONSTRUCTED ADVERTISING | tuted a new press and periodical of Curtis Publishing Company. 
SCHEDULES service. A weekly news sheet of Sabai 
stories, charts and statistics, and 
te the Whe-Where-When & Hew Much mats of a comic strip are offered to Names Houck & Co. 
ves <0 ae tall ro aa oan went publication editors. The monthly) Craddock- Terry Shoe Corpora- 
a Ca Cae ene service is known as “Nutrition tion, Lynchburg, Va., has named 
RAD-VERN’S REPORTS [3521 Unies Tk |) News,” and brand names are elimi-| Houck & Co., Roanoke agency, to di- 
B § OR S FLusuine N.Y) nated. rect its account. 


executive 
Cowles, 


Yates to New Post 


William H. Yates, executive vice- 
president of United Wallpaper Fac- 
tories, Chicago, has been elected 
president of the corporation follow- 
ing the resignation of A. J. Brown- 
ing, now serving with WPB. The 
new president joined the company 
in 1939, coming from the post of 
comptroller and _ merchandising 
manager of Lady Esther, Ltd., Chi- 
cago. 


Abolishes Campaign 


The North Carolina Board of 
Conservation and Development has 
called off the state’s 1942 industrial 
advertising campaign. Industrial 
and commercial advertising was be- 
ing abandoned, the board said, be- 
cause industrial difficulties like pri- 
orities and shortages had made the 
drive obsolete, but the tourist cam- 


paign will be continued. 


Gets Restaurants 


Badger and Browning, Boston, 
has been named to direct advertis- 
ing of Walton Lunch Company, 


‘Boston chain restaurant operator. 


The VOICE behind the men 


behind the Guns! 


e@ At the myriad fronts of this mighty 
war, the Voice of Radio speaks with 
purposeful authority. From far above 
misty Ocean wastes, its messages direct 
our convoys, warn against enemy raiders. 
Our mighty armored forces are linked 
with their command through its space- 
consuming magic. Battleships and sub- 
marines, shore batteries and _ landing 
parties, bombers, fighters, and attack 
squadrons—all depend on Radio for in- 
formation, direction, and wnification. 


Yet, while Radio is helping our arms 
directly on the war fronts, it is no less 
ready to serve them on the home front. 
Throughout the nation, one hundred and 
thirty million Americans, eager to play 
their part, are already obtaining /sheir 
information, direction, and unification 
through radio broadcasting. 


On the home front, Radio brings to 
America’s citizens the dynamic voice of 
their Commander in Chief. It unites them 
behind his plans and purposes. It brings 


them the news, good or bad, which sends 
them crowding into recruiting offices, 
pyramids sales of Government bonds and 
stamps, sends the Red Cross drive ‘‘over 
the top.” Its voice causes countless men 
and women to present themselves for 
services of all sorts. It speeds factory 
workers to their tasks in piling up 
weapons of war with which to crush the 
enemies of Freedom. 


The voice of America’s free Radio surges 
with the spirit of a nation aroused, 
united, determined. You can sense in it 
the courage of a people who have fought 
for Freedom before, and willingly do it 
again. You can hear the singing hearts of 
men and women who, at any cost, will 
defend their American way of life. 


Thus, on every battlefield and front—in 
every mill, factory and home—the Voice 
of Radio is helping to unite the vast 
power of America. It will continue to 
serve without stint, until the world is 


once more free. 


CONFIDENCE 


Best beans you 
ever ate...or 


TRIPLE YOUR 
| MONEY BACK!* 


CHER ML AWOR CLERE THROUGH 
COOKED AN ERCLUSIVE War 


Libby, McNeill & Libby in this copy 


offers purchasers triple their money back 


if they aren't entirely satisfied with 
Libby's Deep-Brown beans. The theme 
features a new campaign for the prod- 
uct in newspapers of 16 markets. J. 
Walter Thompson Co. is the egency. 


Satisfaction Pledge 


Highlights New 


Libby Campaign 


| Although the 


Chicago, Feb. 5. Adopting a 
basic triple - your - money - back 
theme for its Deep-Brown beans, 
Libby, McNeill & Libby has 
launched a new campaign in more 
than a score of newspapers in 16 
markets throughout the country. 

A staggered schedule, with copy 
ranging from 200 to 1,000 lines, will 
be employed over a 26-week period 
on behalf of the canned product. 
Dissatisfied purchasers——-if there are 
any—are promised triple what they 
paid for the beans if they explain 
on the back of a label why “you 
don't think them the best you ever 
ate.” 

Libby used the same triple-your- 
money-back guarantee several years 
ago in promoting its canned tomato 
juice, but this is the first use of the 
theme for Deep - Brown beans. 
beans have’ been 
widely promoted, the current cam- 
paign is the most extensive’ in 
recent months. J. Walter Thomp- 
son Company handles the account. 


Brown Named Head 


of ANA Magazine Group 


Robert B. Brown, assistant vice- 
president, Bristol-Myers Company, 
has been selected chairman of the 
magazine committee of the Associa- 
tion of National Advertisers, New 
York. 

He succeeds Gordon Cole, who 
was elected chairman of the ANA 
at the recent Hot Springs conven- 


e000 


oYNAMIC 
SUBJECTS 


STOCK PHOTOS 
KAUFMANN FABRY 


425 8. WABASH AVE. CHICAGO 


WRITE FOR PHOTO LIBRARY 
OF 2000 SUBJECTS 


RESHEDWARD PETRY AND COMPANY, INC., NATIONAL REPRESENTATIVE 
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Merrill Lynch, Pierce, Fenner & Beane, 

New York investment house, promotes 

Defense bonds in its new campaign 

placed in Time and newspapers of 80 

cities. Albert Frank-Guenther Law is the 
agency. 


Ad Activities 
Boost Accounts, 
Merrill Lynch Says 


New York, Feb. 4. — Directly 
crediting its advertising for a large 
number of the nearly 30,000 new 
accounts opened during 1941, Mer- 
rill Lynch, Pierce, Fenner & Beane 
this week released its second an- 
nual report listing expenditures of 
$196,483 during the year for all 
forms of advertising and sales pro- 
motion. “We are satisfied,” the re- 
port states, “that our general ad- 
vertising activities brought us many 
new accounts, and aided in opening 
the door to our account executives 
in securing many more.” 

Merrill Lynch caused quite a stir 
in financial circles last year by go- 
ing all-out in its public relations 
activities and releasing the first an- 
nual report ever issued by a mem- 
ber of the New York Stock Ex- 
change. The report was humanized 
from beginning to end with a full 
account of how the company fared 
in its first advertising venture, 
launched during 1940. This year’s 
report again follows the same gen- 
eral theme. 

Last week the advertising-minded 
brokerage and investment house 
launched its most recent campaign, 
this time to promote and sell De- 
fense bonds. A column insertion in 
Time and 324-line copy in 90 news- 
papers in 80 cities reproduced a let- 
ter signed by Charles E. Merrill. 
“Quite apart from patriotic rea- 
sons,” the copy read, “we urge you 
to include Defense bonds in your 
savings and investment program be- 
cause of their intrinsic investment 
merit.” 

Although this particular copy was 


Industrial Concerns 
Back Victory Show 


Under a unique arrangement 
whereby Utah mining and industrial 
concerns back a program whose 
chief purpose is to sell defense 
bonds, Station KDYL, Salt Lake 
City, has inaugurated a new “All 
Out for Victory” show. 

The venture into radio is the first 
for most of the companies. Eastern 
Iron and Metal Corporation, Salt 
Lake City, is the first sponsor, and 
other industrial companies will suc- 
ceed it. The program now consists 
of interviews with soldiers, music, a 
defense bond contest for the best 
letter on why defense bonds should 
be bought, and a speech by a Utah 
industrialist backing the sale of the 
bonds. 


Names Freeman Higgins 


Freeman Higgins, formerly with 
Battle Creek Bread Wrapping Ma- 
|chine Company, has joined Con- 
| tainer Corporation of America, Chi- 
cago, as package machinery con- 
sultant. 


Publishers Urged 
fo Conserve All 
Vital Materials 


Washington, D. C., Feb. 2.—Pub- 
lishers were urged to “give immedi- 
ate attention to the need for con- 
servation of all critical materials” 
in a weekend statement by George 
A. Renard, acting chief of the print- 
ing and publishing branch, War | 
Production Board. He pointed out} 
that shortages exist in iron, steel, 
tin, lead, zinc, rubber and certain | 
chemicals—all used directly or in-| 
directly in the publishing industry. 

Although admitting the impossi- 
bility of predicting accurately what | 
the future supply and demand 
situation will be for any of these 
products, Mr. Renard ventured sev- 
‘eral observations: 


eee tl 


“1. There is no shortage of black 
ink used for ordinary printing at 


| present. 


“2. Color inks, which are made 
with both chemicals and metals, 
will probably have to be restricted 
about 25 per cent. 

“3. There is at present a suf- 
ficient supply of newsprint flowing 
from Canadian and United States 
mills; while the future cannot be 
predicted, the present picture indi- 
cates that there should be a suf- 
ficient supply of newsprint for ordi- 
nary needs. 

“4. Publishers are reminded that 
Priorities Regulation No. 1 forbids 
the building of inventories above a 
practical minimum level. 

“5. Maintenance and repair and 
operating supplies used in the pub- 
lishing business are covered under 
the terms of 
P-100. 
this order to obtain such supplies, 
however, he must be thoroughly 
familiar with its terms. 

“6. New capital equipment may 


be difficult to obtain if critica} 
metals are involved, but applica- 
tions for such equipment are made 
on form PD-1-A. 

“7. No improvement in the sup- 
ply of rubber for tires is expected. 
and all possible conservation of tires 
is therefore indicated. 

“8. Publishers are urged to si- 
plify, conserve and use substitutes 
wherever possible. Critical m»- 


| terials will be required in increa-- 


Preference Rating | 


Before any publisher uses | to $200 per evening hour effecti\e 


ing quantities for the Presiden: s 
1942 goal of 60,000 planes, 45,00) 
tanks, 20,000 anti-aircraft guns ar 4 
8,000,000 tons of merchant shi) - 
ping.” 


WAGA Ups Network Rate 


The network rate fer Station 
WAGA, Atlanta, Blue Network a’ - 
filiate, will be increased from $14) 


April 1, when the station will begin 


| operating with 5,000 watts day and 


night power. WAGA is current y 
operating on 1,000 watts daytine 
and 500 watts night time power. 


a one-time shot, Defense bonds will 
be mentioned in all subsequent ad- | 
vertisements, which will run in the! 
Same media on an average of once! 


every two weeks. Albert Frank- 
Guenther Law is the agency. 
(Advertisement) | 
| 
i 


Red Network Leads Way _ 
In 1941 Listening Gains 

Analysis of the 24 CAB reports 
covering 1941 shows continued gains 
in listening to commercial network 
programs—with the NBC Red Net- 
work registering an 8% increase 
against the 4% total gain for all 
four networks in the evening com- 
mercial program field. 

Aggregate evening commercial! 
ratings (weighted by quarter- 
hours) for all four networks were 
up 2,558 points over 1940, the an- 
alysis reveals. The major portion 
of the net increase was accounted 
for by Red Network programs, 
which recorded a gain of 2.112 
points, or 83% of the total. 

In line with this healthy increase 
in listening, an indication of the 
Red's increasing popularity with 
advertisers comes from the billing | 
department, which .reports that in 
1941 the average number of sta- 
tions used on evening commercial 
shows was 73, against 63 in 1940. 
while in the daytime the average 
number of stations per program 
jumped from 47 in 1940 to 62 in 
1941. 
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The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


Alcohol and |performed in combination with 
Ammunition ether, and is to transform the fib- 


United States distillers are liter-| TUS nitrocellulose, generally known 


. : | as cotton, into a non-fi s, 
ally in the Army, declares American | ®5 8U® nto a non-fibrou 
’ homogeneous mass suitable for ex- 


Wine & Liquor Journal for January. truding through dies to produce 
The order of the War Production | gegnite forms of grain. These 
Board (then OPM) for the con- grains are dried to remove the sol- 
version of the industry for produc-| vent (ether and alcohol), and the 


tion of 190 proof alcohol will re-| dried product is smokeless powder, 
quire about 60 per cent of the in-| ready for use. 


dustry capacity. It is to be used in| 


55 Gallons a Shot 


the manufacture of smokeless| 
powder. Smokeless powder is’ usually 
Aleohol serves two main pur-/| made in lots of 100,000 pounds each. 


poses in the manufacture of smoke-| For the manufacture of 100,000 
less powder. The first is to drive | pounds of powder, approximately 
out the excess moisture from the) 40,000 pounds of alcohol is con- 


nitrocellulose, the process of dehy-| sumed. Part of this amount, how-| 
dration. The second function is|ever, is recovered in the drying) 


process. It has been estimated that 
every time a 16-inch gun is fired, a 
55-gallon drum of alcohol is used in 
the operation. 

Smokeless powder, the article ex- 
plains, a comparatively slow- 
burning explosive which is classi- 
fied as a “propellent,” distinguished 
from detonating charges such as a 
TNT, which are used as bursting 
charges in shells and bombs. The 
essence of smokeless powder 
that it is an easily handled solid 
which can be converted quickly into 
a much larger volume of gas. As 
the powder burns in the chamber 
of a gun, it generates gases which 
expand and propel the missile along 
the barrel. The powder must burn 
slowly enough that the pressures in| 
the barrel never exceed a safe limit. | 
Once the shell has started along its| 
journey, the powder must burn at) 
an increasing rate. The burning) 
rate or velocity, which determines | 
to some extent the trajectory in| 
which a shell is flung, is determined | 


is 
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is | 


by the composition, size, and per- 
forations of the grain. 


Neither Smokeless Nor Powder 

Extraordinary accuracy, both in 
the chemical makeup and in phys- 
ical shape and size is required in 
the manufacture of powder, since 
upon its accuracy depends the ac- 
curacy of the gun in which it is 
fired. Rifle powder about the 
size of the lead in a pencil and has 
one perforation in it, while cannon 
powder may go up to about an inch 
in diameter and two inches in 
length. Actually, smokeless powder 
is neither entirely smokeless, nor is 
it a powder. These large caliber 
powders have seven perforations 
running the length of the grain. As 
the powder burns on its outside sur- 
face the burning surface is reduced, 
but burning on the inside of the 
holes increases the surface. Thus, 
these holes prevent a reduction in 


is 


the burning surface and so main-| 


tain the burning rate. By varying 
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Employees of the 
_ KENTUCKY UTILITIES COMPANY 


Twelve hundred employes of Kentucky 
| Utilities Co, join in this newspaper ad- 
_vertisement thanking Johns-Manville 
| Corp. and Lowell Thomas, author, for an 
| advertisement in The Saturday Evening 

Post pointing up the importance of the 

electric power industry. Lexington, Ky., 

dailies carried the copy. 


the thickness of powder between 
the holes, the speed of the powder 
is controlled, 
Kk Ba 

Four types of fuel are replacing 
gasoline in continental Europe, ac- 
cording to reports of the Petroleum 
Press Bureau of London quoted by 
the American Petroleum Institute. 
They are liquid and gaseous prod- 
ucts made from coal and lignite; 
liquid fuels obtained from oil shale 
and asphaltic rocks; power alcohol 
from farm, forestry, and other prod- 
ucts, and producer gas generated 
from a variety of materials, 


* * * 


The helicopter will never replace 
the airplane for fast, long distance 
travel, and for carrying heavy loads, 
but it will be a very useful craft 
for all kinds of commuting, as well 
as traveling between person's 
home and the airport, Igor 
Sikorsky in an interview in the Jan- 
uary issue of Aviation. The rotary- 
wing craft, he predicts, will be used 
to provide transportation within the 
short range of the average person’s 
travels. Larger units, carrying up 
to dozen persons, will probably 
provide feeder and aerial taxi serv- 
j}ice to metropolitan airports. 

a Bd 4 


a 


says 


Woolen clothing is a growing war 
baby, declares “Wall Street Journ- 
nal” in reporting that a lumber 
|company on the Pacific Coast is 
making “wool” from wood, It is 
done by combining redwood bark 
fiber with sheep's wool to save from 
15 to 60 per cent of wool used in 
some fabrics, and is said to be 
suitable for use in felt hats, light 
blankets and clothing. Germany has 
been doing this for years. Switzer- 
land is now producing about 30 tons 
of such wool daily and the indus- 
try, although war born, is expected 
to be a permanent one. 


(Advertisement) 
|One-Minute Quiz 
For Radio Experts 


What Sunday afternoon period 
has the highest available audience? 
Ans.: 1:30 to 2 o’clock—and it’s for 
sale right now on NBC Red. 

The Red Network carries how 
many of the 15 highest-rated eve- 
ning half-hour programs? Ans. (as 
of CAB period ending 1/13): 14! 
| How many radio sets were sold 
lin the United States last year? 
|Ans. (from advance estimates) 
| 13,000,000! 

What percentage of Red Network 
advertisers have used the Red for 
five or more years? Ans.: 75%. 

What’s the daytime power of the 
average NBC Red Network station? 
|Ans.: 10,683 watts. 

How many advertisers have used 
| the Red Network for ten or more 
|years? Ans.: 35%! 

What does all this add up to? 
Ans.: Any time is good time on 
| NBC Red—the Network Most People 

| Listen to Most. 
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NBC Advances Miller Should Profit 


William Burke Miller has been 
named Eastern program manager of 343 
the National Broadcasting Company. by British Errors, 
He has been with NBC for the past 
iS yours Freeman Tells U.S. 


a New York, Feb. 3.—Robert Free- 
Gets Baking Account man, manager of the London office 


Erwin, Wasey & Co., San Fran- of Erwin, Wasey & Co., advises 
cisco, has been named to direct American manufacturers to profit 
advertising of California Baking py the mistakes of British com- 
Company. panies and “advertise before stocks 
. 2 ono are gone.” In a letter received by 
Hold Ari Exhibit the pecondlaen New York office last 
A 1942 exhibition of advertising week Mr. Freeman points out that 
art by Midwest advertisers, agencies many British concerns “did not re- 
and artists will be sponsored by the sume advertising until their prod- 
Art Directors Club of Chicago at the ucts were no longer available.” 
Art Institute during March. He said that the time to start ad- 
vertising is “when the regular con- 
sumer of one brand cannot get it, 
but can get another brand; in other 
words, during the time when there 


MART is a shortage, but not a complete 
absence of all products altogether.” | 


Much of the current British ad- | 
| 


vertising, Mr. Freeman. said, is} 

Ri meant to do nothing more than 
make a good impression with a re- 

minder of the brand name. For ex- | 
FROM YOUR ample, since there are no silk stock- | 
ings available for the public, Kay- 
simply shows scenes | 


ser-Bondor 
HROME which no longer occur, tying them| 
00A up with the Kayser-Bondor name 
block and the phrase “Something to | 
look forward to...” 


WILL YIELD SUPERIOR cielo 
Rockford Linage 


(| ATES, Shown Incorrectly 
OLOR | Because incorrect figures for early 


weeks in 1941 were supplied to 
ADVERTISING AGE, cumulative com- 
parisons between 1941 and 1942 in 
the Index of Retail Activity for the 
past two weeks have shown incor- 
rect figures for Rockford, Ill. The 

and engraver the art-copy . . ae , » 
, correct figures for the current week 

they like. Prices $38 up. ital ' , ae ft 
Write! and for the year to date appear in 
the Index tabulation in this issue. 


A fine Chromart Colorprint 
gives art director, client 


Holds Quiz Show 
PHOTOCHROME | The second annual Purchasing- 
Sales meeting in the form of a 
837 N. FAIRFAX AVE. « HOLLYWOOD “quiz” program similar to “Infor- 
mation Please,” will be held by the 
Overnight by Plane | Chicago Sales Executives Club and 
Purchasing Agents’ Association of 
Chicago at a dinner meeting Feb. 19 
in the Hotel Sherman. 


P-s-t . . . to Really Interest Busy 
Tri-City Folks in Your Product... 
Use "Inside Pull’! 


oa 
Se 


mn I = Have you seen the facts on just how busy 
4 - x most people ARE in’ the Tri-Cities 
i Li\ (making good money)? People mean 
~ = 


bay BUSINESS here for vou! Within 
ral WHBE'’s 52-county area. as far back as 
Se 1940, tradespeople in 35.869 establish- 


THE PERFECTLY ments sold an average of up to $445 


BALANCED MARKET worth of merchandise per capita an- 
World's Farm Implement nually. Real EVIDENCE that the Tri- 
Capital, home of the Na- City market is worth going after 
tion's Greatest Arsenal — effectively. So. why stake your sales 
an industrial payroll total- results on uncertain “outside influences” 
Oe ARS y oli o_o or on any air power less than the Tri- 
TOGETHER WITH. a) Cities’ only SO00-watt station? Use the 
a ten Calle debaed friendly “Inside Pull” WHBF offers. Let 
farming counties. now us send you some mighty interesting 
boomina with “Food for facts. 

tense procucon <= Howard H. Wilson Co. National Representatives 

ed by WHBF! Chicago - New York - Hollywood - San Francisco 
Kansas City 


Basic Mutual Network Outlet 


¥ FULL TIME 1270 K C 


THE 5000 WATT 


thbiiehthlcht hes” ROCK ISLAND - DAVENPORT - MOLINE 


Getting Personal _ 


Daughter Ann, their first child, was welcomed recently into the 
family of Raymond F. Finnegan, former account executive with Roche, 
Williams & Cunnyngham, who has joined the Chicago copy staff of 
J. Walter Thompson. . . 

“Double, double, toil and trouble’—and joy, too—for Alfred M. 
Kreutz, New York manager of Life, who was presented with a pair 
of husky twins, Peter and Paul, on Jan. 21. . . James T. Mangan, adv. 
and mdse. dir. of Mills Novelty Co., has been named consultant in 
special promotions to the Nat'l. Committee for the Conservation of 
Man Power in War Industries. Salary, dollar a year... 

After 50 years of service, 22 years of which he was advertising 
manager, Herbert W. Bramley, v.p. of Sibley, Lindsay & Curr Co., 
Rochester dept. store, has retired. . . Celebrating birthdays on the 
same day were two Philly promotion execs., Sayre M. Ramsdell, v.p. 

in charge of 

elz s 

WSB'S EXPECTANT TRIO ice Watton 

Cer, ene 

Harry A. Bat- 

ten, pres. of N. 

W. Ayer & 
OU: « 

S. 8. Fes, 
pres. and g.m. 
of KDYL, Salt 
Lake City, has 
been named to 
head the com- 
munications di- 


oo 


, Vision of the 
4 Utah State 
e EA Civilian De- 


fense Council... 
Danny Danker, 
Contesting a recent bid for the “year's worst publicity pic- J-W-T's Pa- 
ture," WSB, Atlanta, submits this photo of the party given cific Coast radio 
staff members Bill Mattieson, Hugh Ivey and Doug Edwards, head, left Hol- 


expectant fathers all. lywood Jan. 30 
a - for two weeks 
of New York office business sessions. . . Clark Howell, publisher of 


the Atlanta Constitution, has been named vice-chairman of the city’s 
traffic board. . . 

Eugene F. Rouse, pres. of the Los Angeles agency, has been amassing 
civic and national honors. Treasury Secretary Morgenthau named 
him chairman of the publicity committee for the defense bond and 
stamp drive in Southern California, and he was recently elected presi- 
dent of Town Hall of Los Angeles, business and professional men’s 
group... 

When WJBK, Detroit, introduced the new patriotic song, “We're 
Going Over Again,’ few recognized the author, Joseph Bloom, as 
president of Forjoe & Co., WJBK’s rep. . . Off to New York on a 
two-week business trip went Richard H. Graham, NBC’s West Coast 
attorney... 

The Western advertising staff of Macfadden Publications gave a 
luncheon to Dale D. McCutcheon, Western advertising manager of 
Liberty, on Feb. 6. Dale joined the staff of Liberty exactly 15 years 
ago that day... 

John E. Person, publisher of the Williamsport Sun & Gazette- 
Bulletin, and Vernon L. Wise, of the Butler Eagle, were heard Jan. 31 
over KDKA in connection with the convention of the Pennsylvania 
Newspaper Publishers Association. . . Clair B. Hull, mgr. of WDZ, 
Tuscola, Ill., never misses an opportunity to dance to his own orches- 
tra. The studio orchestra plays an occasional dance outside of the 
station, and Hull likes the music in business hours or out. . . 

Marion E. Crane, who handled guest relations at WOR, New York, 
has resigned, following a prolonged illness. . . 

Robert L. Bliss, who recently left PM to join Compton Advertising, 
has made another change—from single to married man. The bride is 
the former 
Friede Smidt... 

Phineas L. BLACKETT SURVEYS NAVY SCHOOLS 
Webber, of ' 7 

Pedlar & Ryan, { ~ 
and Marjorie - 

Magnes will say . ; : 

“I do” some- 
time next 
spring. Their 
engagement has 
just been an- 
nounced. . . 

Among those 
basking on the 
sands at Miami 
Beach is Joe 
Moss of Moss 
Associates, New 
York. .. D. E. Hill Blackett (center), v. p. and director, Blackett-Sample- 
Robinson, P& —Hummert, told the more than 600 bluejackets who graduated 
R’s research recently from the Navy's Service Schools at Great Lakes, Ill., 
chief, will pre- that ‘this time the people back home will be doing their part 
side over Co-_ too. With him here are Comdr. C. E. Olsen (left), com- 
lumbia Univer- ™@nding officer, and Lieut. C. F. Southward, former a.e. 
sity’s advertis- with Harry Atkinson, Inc. 
ing research 
course this spring. He has a number of case histories to place be- 
fore his students. . . 

A couple of dozen Chicago agency men turned out to help Fred A. 
Robbins celebrate his 58th birthday at the Chicago Athletic Club 
Jan. 29. The dinner party to the veteran advertising man was 
inspired by Scott Smith, president of Critchfield & Co... 

As part of the District of Columbia’s civilian defense program, 
Eugene Meyer, publisher of the Washington Post, was sworn in as 
deputy superintendent of police. Now if advertisers don’t sign on 
the dotted line, he can threaten to throw them in the clink. . . 

George G. Diffenback, a.m., Abbotts Dairies, Inc.. Philadelphia, is 
serving as publicity director for civilian defense in his home district. 
Radnor township, Pa. . . Barbara Bennett, copywriter for Gray and 
Rogers Advertising Agency, Philadelphia, now arises at the crack of 
dawn, serving as volunteer supervisor at an Army’s center at 
Philadelphia from 4 to 8 a.m., seven days a week , 


New Information 
Office Set Up 
in Washington 


Washington, D. C., Feb. 3.—Estab- 
lishment of a central information 
office within the Office of Govern- 
ment Reports has been ordered | 
President Roosevelt to handle t 
tremendous volume of requests f 
service from visitors to wartin 
Washington. The new office w 
attempt to steer businessmen to t! 
proper government officials. 

Lowell Mellett, OGR direct 
was instructed to expand the Units 
States Information Service, an OG 
unit, to enable it to serve as a ce: 
tral source of information for vis 
tors. Information chiefs of the var 
ous agencies will assign personn: 
to the central office to assist in pri 
viding the service. 

The service is expected to be pa 
ticularly useful to those busines 
men who are unfamiliar with tl] 
complexity of the government: 
establishment, but who visit Was! 


| ington in search of war busine 


without finding out in advan 
where they should make applic: 
tion. 


WHKY to Increase Power 


Station WHKY, Hickory, N. C, 
Blue Network affiliate, will begin 
operations in July with an increased 
power of 5,000 watts daytime and 
1,000 watts at night. The station 
now operating on 250 watts. 


To Norman D. Waters 


Vogue Mercantile Company, Ne\ 
York, has appointed Norman D. Wa- 
ters & Associates, New York, to di- 
rect advertising for American Vogue 
dinnerware. A national contest for 
china patterns, designed by the pub- 
lic, will be part of the campaign. 


MARKET 
1S TOO 


BIG 


TO BE 
SOLD BY 


HALVES 


Power is the very lifeblood 
of today’s gigantic produc- 
tion of tanks, shells, ships 
and other war materiel . . . 
Meet and make the most of 
today’s greatly multiplied 
sales opportunities to power 
engineers and executives 
through the widely read 
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3 W. JACKSON BLVD., 


photography 


Industrial and _ still-lif 
studio photography—c 
specialty. A comple? 
photographic product 


department . . quant 
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Business Paper Perspective... 


With Newspaper Speed 


Never before has the service of the 
business paper been so vital, so impor- 
tant, so challenging as now. Never 
before have business men needed so much 
the expert, authoritative assistance 
which their business paper renders. 
Never before have business papers been 
geared to meet this need and this chal- 
lenge so successfully as now. 

The sales and advertising executive 
needs newspaper speed, and he gets 
it in ADVERTISING AGE, The National 
Newspaper of Advertising. News forms 
close Friday — yet each week’s issue is 
on the desks of readers everywhere east 
of the Pacific Coast on Monday morn- 
ing! Executives start each week with 
the full record of the previous week’s 
developments which may affect their 
own plans and policies. 

The sales and advertising executive 
also needs business paper perspective— 
the expert, inside viewpoint which in- 
terprets and analyzes happenings in the 


light of their significance to men in 
advertising, sales promotion, distribu- 
tion and marketing. Keen understand- 
ing of rapid-fire changes induced by 
governmental and legislative action in 
these world-shaking days is needed to 
give point and significance to the events 
moving swiftly on the business screen. 

The organization of ADVERTISING 
AGE is nation-wide in scope, including 
eleven editors and seventy correspond- 
ents located at every key point on the 
continent. Our own Washington office 
has its fingers on the pulse of govern- 
ment — including every department, 
bureau and agency whose actions and 
policies affect the smooth functioning 
of marketing processes. 

We of ADVERTISING AGE are keenly 
alive to the increased importance of our 
editorial assignment. We shall fulfill 
it to the letter—and with full realiza- 
tion of our enlarged responsibilities to 


business and advertising. 
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Adds Shoe Account 


Ryder of California, Los Angeles 
sport shoe manufacturer, has named 
Hillman - Shane - Breyer, Los An- 
geles, as advertising agency. 


Where But 


‘WSYR 


SYRACUSE 


\ 


‘San’ Founder 
Buys Share in 


| Station WHIP 


Chicago, Feb. 5.—Almost all in- 
terested parties except the Chicago 
Sun confirmed reports this week 
that Chicago’s new morning news- 
paper will soon take to the airlanes, 
through partial ownership of Sta- 
| tion WHIP. 

_ Dr. George F. Courrier, president 
|of the Hammond, Ind., station and 
'a Methodist Episcopal pastor, veri- 
fied the report from Washington 
that Marshall Field III, Chicago Sun 
| founder, had purchased an interest 
in WHIP. The Sun, it is said, will 
buy two hours’ time daily on the 
station to carry on its circulation 
battle in the morning field with the 
| Chicago Tribune, operator of WGN. 

Although officials of the Sun 
issued no statement about the new 
move, a close friend of Mr. Field’s, 
John W. Clarke, indicated that Chi- 
| cagoans and residents of the entire 
metropolitan area soon will hear 
more about the Field-owned paper 
| over the air. Mr. Clarke announced 
| that he had been appointed financial 
|counsel and adviser to WHIP and, 
|'in connection with his duties, had 
been elected vice-president and 


ADVERTISING AGE 


treasurer of the Hammond-Calumet 
Broadcasting Corporation, which 
owns and operates the station. He 
added, however, that he will con- 
tinue to devote his full time to the 
operation of his security business. 
Mr. Clarke is said to have purchased 


|a part interest in the station. 


WHIP, a 5,000-watt station, oper-| 
ates on a frequency of 1520 kilo-| 
cycles and has studios in both Ham- 
mond and Chicago. Operated only 
during daylight, the station had 
expected to go full time a month 
ago, but government priority on 
necessary facilities delayed this ex- 
pansion. It will take another 30 
days to get these parts. With the 
completed facilities, Mr. Clarke said, 
the owners plan to make WHIP 
“the largest independent broadcast- 
ing station in the United States.” 


| 


KSFO Adds Two 


Carl A. Nielsen, formerly account 
executive with KYA, San Francisco, 
and Sid Sidley, formerly head of 
Sidley Company, San Francisco cor- 
set maker, have joined the sales 
staff of KSFO, San Francisco. 


Joins Gerth-Knollin | 

Herbert O. Nelson, for eight years 
account executive with Erwin, 
Wasey & Co., Seattle, has joined 
Gerth - Knollin Advertising Agency 
as Los Angeles office manager. 


British Electro 


| son, Ltd. The copy is, in each case 


Producer Proves 
Humor Has Place 


London, Jan. 22.— Because the | 
war permeates the overwhelming 
majority of British advertising, it 
must not be assumed that humor ™ 


no longer taking its rightful place 
in British campaigns. 

One of the most recent and really 
novel campaigns was started some) 
three months ago and is still going! 
strong at the time of writing. It is| 
undertaken by one of London’s) 
leading electrotypers, Gee & Wat- 


written in a style typical of some 
well-known personality. While it is 
mainly a good will campaign it 
gives selling points of the advertis- 
ers’ services with as much if not 
greater force than would be pos- 
sible by adopting a more dignified 
approach. 

The first piece of copy mimicked 
Prime Minister Winston Churchill, | 
and the second parodied Bernard | 
Shaw. For both, there is an apology | 
line, but the third, devoted to Hitler, | 


Ss iLY conscious that conservation of paper is 


important to national welfare, food manufactur- 


ers and packers are keeping a watchful eye on the 


performance of their direct advertising. Today, each 


recipe book, circular and brochure must work/ Color 


illustrations must excite the appetite ...type must 


be clear-cut for easy reading. And the paper itself 


must be super-smooth to assure these results. 


Food product manufacturers, like many other ad- 


vertisers, turn to super-smooth Levelcoat* printing 


papers for the 


qualities that help to put drama into 


printed advertising. 


You, too, can boost the appearance and the sales- 


power of your direct advertising with Levelcoat 


printing papers and do it at little if 
any extra cost, because Levelcoat papers 
provide all the beauty of costly printing 
papers at a price you can afford! 
Levelcoat papers are for every type 
of letterpress printing. For free sample 
book showing Levelcoat printed results 
address our nearest office or ask your 
paper merchant. If you have any 
special paper or printing problems, a 
Kimberly-Clark technician will be glad 
to help solve them. Call, write or wire 


for quick, courteous service. 


Compare Levelcoat Quality! 


ee 


“A” is a diagram of greatly enlarged 
edge of old-style manufactured 
printing paper. Compare with “B”, 


[B 


“B' is a diagram of greatly enlarged 


edge of sheet of Levelcoat paper. 
Note the smoothness of both sides 
of Levelcoat paper. This smoothness 
is obtained by new and exclusive 
processes and is the secret of the 
unexcelled printed results obtained 
with Levelcoat printing papers. 


Jeu fect 


For Highest-Quality Printing 


imfecr 


Companion to Trufect at lower cost 


ee 


Multi ect 


For volume printing at a price 


KIMBERLY-CLARK CORPORATION, Manufacturers + Established 1872 + NEENAH, WISCONSIN 
NEW YORK: 122 East 42nd Street ° 


"TRADE MARK 


CHICAGO: 8 South Michigan Avenue , 


LOS ANGELES: 510 West 6th Street 
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appears “with no apology to the 
Fuehrer.” It is set in Old English 
in itself a mimic of the German 


Net With epologres to the Prome Monisre 


“Amid the onslaughts that bes. 
our little island from dawn + 
dusk, and from dusk to dawn, Ge» 
& Watson serve their fellow mer 
Those wicked bandits, those black 
hearted villains, those snakes-in the-grass 
need not name them), whose cunning, and ruthless treache, 
| are directed against all advertisers trying to adhere to pres 
j dates these brigands, these monsters, | say, have bee 
foiled by Gee & Watson. Gee & Watson have shocked ther 
nay, will shock them whilst their strength endures (Gee & 
Watson's strength, | mean). You have before you th 
heartening victories of the engraver over the incendiary, « 
the typesetter over the time bomb, of the stereotyper ove 
the shrapnel, of the photographer over the fire. Gee & 
Watson maintain their service, yea, and extend that se, 
vice, too Democracy’s creativeness is manifested in the 
| continued access to new ideas, new methods, and new 
| plant. They, like you, have faced evil ; and no worse ev 
| 
| 
| 


can befall them. They, like you, are indifferent to the wor, 
that can be perpetrated by those black-hearted criminal: 
those thrice-perjured and blood-soaked irredeemabies 
those cruel and lustful meglomaniacs ; those toads-in-the 


z 
i 


tit SHOE LANE. FLEET STREET, LONDON. Ec 


Gothic. He gives the promise thit— 

“There will be a place for Gee & 
Watson in the New Order. But it 
will not be based on the tyrann. of 
the Fleet Street Demi-Semi-Pluto- 
crats and_ the _Internationa|st- 
Marxist rotters of Shoe Lane. We 
will eliminate the effete modcern 
type faces of Gee & Watson, ind 


replace them with pure Aryan 
Faktur .. .” 

Further: 

“You talk to me of ‘precisior 
mounting.’ I say Pah! National 

No 2 

With apologies to Bernard Show 
™~ 
1 am not interested in Gee & Watson ' 

Anyone who tells me that it matters a i 

straw whether they are good blockmakers A 

or not, is either a knave or a fool. | am ¢ 


only interested im thew socal bankruptcy 
They prostitute good craftsmanship, energy. serve 
inventiveness, to the needs of a nonsensical 

irrelevant and irritating trade advertising They camo 
flage bad English by good typesetting Their stereos a 


clectros propagate and perpetuate this villainy with dew 


accuracy, With equally degrading thoroughness th 


excellent blocks from whatever rubbish any px 


or amoral photographer cares to gr them. Of thew 


work, the best I can say is that it ub 
that would otherwie be even worse con 
stinking corruption of words Nevertheless 

present stupid system compels me to make use of such 


services, would I go anywhere else’ Not b y likely 


11) SHOE LANE, FLEET STREET, LONDON ECs 


Socialism has transcended precision 
As for ‘service for advertisers,’ 
will be the advertisers’ duty, anc 


| privilege to serve the best interest 
| of the new and glorious Geeandwat- 


sonfabrikwerken. In any case, ther 
will be no advertising .. .” 

J. B. Priestley, J. L. Garvin, one 
of Britain’s best known journalists 
local entertainers, writers, etc., hav 
also appeared in the series. 


‘Promotes R. E. Imhoff 


Roscoe E. Imhoff, who has d- 


| rected sales for the company sinc 
| he left his 
| manager of Westinghouse Electric & 


post as general sale 


Mfg. Company’s merchandising di 


| vision in 1940, has been named vice- 


president of Proctor Electric Com- 
pany, Philadelphia. 


~ | 


No Priorities 
On New Markets... 


Re-alignment of distribution 
methods and re-defining pre-cnt 
markets will enable you to keep 


pace with today’s tempo 


You can assure yourself of oble 
assistance in this respect by em 
gaging my  promotionally - ise 
MARKETING and Researeh tal 
ent to help you coordinate ¢ ee 
tively your Selling Power ith 
today’s Buying Power. 


Now serving prominent 4A ag: 1) 
as Market 


viously employed by a Seripp* 


Analyst and was pre 
Howard newspaper in Promo 10" 
work. 


Box 3607, Advertising Age. *e* 
York. N. Y. 
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NEW SLOGAN 


Fe ; én LOAF 


Se. «1S OETTER 
s THAN NONE... 


But + « INSULITES APPROVED WALL OF PROTECTION 
IVES YOU THE WHOLE LOAF? 


bd a | i] ’ | 
“as v0 enranney Smee Set pean 
Minnesota and Ontario Paper Co. opens 
an extended 1942 drive in magazines 
with a new slogan, “Half a loaf is bet- 
ter than none.’ The campaign boosts 
structural insulation board products. 
Erwin, Wasey & Co. handles the account. 


To Collegiate Net 

After experimenting with intra- 
mural broadcasting over WMS, Wil- 
liams College, last year, the Beech- 
nut Packing Company has placed a 
spot commercial campaign over 15 
member stations of the Intercolle- 
giate Broadcasting System. On the 
schedule, which totals 4,628 an- 
nouncements, are campus stations 
of Harvard, Yale, Brown, Princeton, 
Cornell, Columbia, Rhode Island 
State, Union, Williams, Wesleyan, 
University of Connecticut, Knox, 
Georgetown, Hampton and Hamil- 
ton 


FTC Cites du Pont 


E. I. du Pont de Nemours & Co., 
Wilmington, Del., is charged in a 
Federal Trade Commission com- 
plaint with misrepresentation and 
disparagement of a competitor’s 
product in connection with the mar- 
‘eting of du Pont synthetic degreas- 
ng and dry cleaning solvents. 


Kakk kkk kk kk 


BUILDING 


is PART of 
Our Arms Program 


YOME the that 
“ building has been halted or stopped 
by Government edict; others seem to 


people have idea 


think that building is spotty. or that it 
can't continue at the present large vol- 
ume, 


Building can't stop. It is part 


of our national arms program. 


Federal 

have revised and inereased their esti- 
mates of 1942 building requirements. 
Their latest forecast is that new con- 
truction 1942 will total $10.700.- 
1.000. as compared with $11,000,000,- 
™ in 1941, 


authorities and = statisticians 


Sure there are displacements. dis- 
*pointments, disemployment in the 
wilding industry. There are major 


hifts in the types of work being done. 
ut don't that the 1942, 
tilding market is a big one. and that 
% same men who did the building 


Ml buying last vear are doing it again 


ever forget 


MS Year, 


"S And they're still reading 


AMERICAN BUILDER 


0 @ 
AMERICAN BUILDER 


4 Simmons-Boardman Publication 


HICAGO, ILL. NEW YORK. N. Y. 


2S eee ee ee ee 


| tions 


| Set Ledger Hearing 


The hearing to determine whether 
or not Public Ledger, Inc., publisher 
of the defunct Evening Public 
Ledger, Philadelphia, shall be adju- 
dicated a bankrupt, will be held 
Feb. 10 in federal district court. In 
order to keep alive the AP franchise 
held by the Evening Public Ledger 
until recently, the Philadelphia 
Inquirer is publishing 200 copies of 
the Ledger daily. The Inquirer also 
publishes daily copies of the old 
Morning Ledger, but for a different 
purpose: it was one of the condi- 
in the bill of sale, written 
when the Inquirer purchased the 
paper some 10 years ago. 


Gets Racing Account 


For the sixth time, Leighton & 
Nelson agency, Schenectady, has 
been named to direct advertising 


for the Saratoga Racing Association, 
Saratoga Springs, N. Y. The 
sociation will stage its 78th annual 
racing meet for five weeks this 
summer, and newspapers, maga- 
zines, radio and outdoor will be em- 


as- 


| ployed in promotion. 


Expand Effort 
for Cheerioats 
in Papers, Radio 


Minneapolis, Feb. 5.—An all-out 
advertising effort on behalf of Gen- 
eral Mills’ ready-to-eat oat cereal, 
Cheerioats, will be launched in mid- 
February, it was disclosed this 
week, with both newspapers and 
radio to share in the campaign. 

Both Cheerioats and Quaker 
Oaties, another new ready-to-eat 
oat cereal, were introduced to the 
trade last summer (ADVERTISING 
AGE, May 5, 1941). First test adver- 
tising for Cheerioats was initiated 
in May with full-page newspaper 
copy in half a dozen cities. Similar 
copy spread to other markets during 
succeeding months. During Janu- 
ary, the company completed na- 
tional distribution of its breakfast 
food. Introductory copy in the latest 
markets, similar to that first used 


| for the product, offers Cheerioats to 


consumers with a one-cent sale— Cottman Promoted 


one package at the regular price, 
the second for an extra penny. Copy 


oatmeal plus the fact that this oat 


se named 
stresses the nutritional values of Noyes C 


Llewellyn P. Cottman has been 
copy director of Horton- 
ompany, Providence, R. I. 


cereal is ready to eat, “the breakfast 
food you've always wanted.” 

Blackett-Sample-Hummert, 
cago, is the agency. 


Chi- 


“Los Angeles Daily News” 
Boosts Copy Price 


Effective Feb. 2, the Los Angeles 
Daily News, publishing morning 
and evening tabloid size editions, 
raised the price from 3 to 4 cents. 
Home delivered price was raised 
from 75 to 85 cents. Other Los 
Angeles newspapers have been sell- 
ing at a nickel a copy for more than | 
a year. 


Power Boost for WSFA 


Station WSFA, NBC Red outlet 
in Montgomery, Ala., will increase 
its day and night power to 5,000 
watts March 1. The station now} 
operates with 1,000 watts day and 
500 watts night. 


| PAUL H. RAYMER CO. NATIONAL REPRESENTATIVE 


COVERS NORFOLK 
AND RICHMOND 


IN VIRGINIA! — 
50,000 WATTS DAY 
AND NIGHT CBS 


A 


WILL IT 
CISTURB YouR *~ 
READING \F YOU 


HANE TO TAP YouR. 
ee 


=) 


EVERY NIGHT AT 9:30 
OVER THE MUTUAL BROADCASTING 
SYSTEM COCA-COLA PRESENTS 


SPOTLIGHT BAND-:-: 


yye 


“BUT YOU CAN 


< cae et i 
at cn Lf 
RADIO IT WILL BE A WP-FLIGHT 
BAND.---- BECAUSE 18 OUT 
OF THE TOP 2O RADIO DAILY 


DANCE BANDS WERE IN THE 
SPOTLIGHT THE FIRST 13 weEKs/ 
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BROADCASTING 


SYSTEM 


aps! 


- AND ON . 

\ SATURDAYS FRom 
4 9:30 10 10:00 PM. 

a/ THE BAND PROVED BY 

A THE COCA-COLA SURVEY 


se ewe 


ee 


MADE THE 


WEEKS MOST POPULAR 


RECORD PLAYS ITS 
WINNER AND 

OTHER LATEST r 
HITS ee 


— FIRST «r+: FIRST THREE 


NEWS::--SPORTS---POPULAR MUSIC 
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Wolaver Is Agency 

E. D. Wolaver Advertising 
Agency, Cleveland, directs the ac- 
count of the Salem China Company. 
Another agency was_ incorrectly 
credited with the account in the 
Jan. 26 issue of ADVERTISING AGE. 


Dress Company Appoints 

Valincot Garment Company, New 
York, has appointed Lester Harrison 
Associates, New York, as advertis- 
ing agency for its wash dresses. 


Picks Bayless-Kerr 

Master Builders Company, Cleve- 
land, has placed its advertising ac- 
count with Bayless-Kerr Company, 
Cleveland. 


FREE with your ny 
firstOrder {| 
Jar and Brush FREE with your first order z cS 


S S Artist Rubber Cement. Nationally 

used, 3 grades: Light, Medium, Heavy. $3.50. /y 

per gal. postpaid. For Friskets use $ S Spe- | 
cial Frisket Cement, $4 00 per ga! 


> RUBBER CEMENT CO. 


3438 No. Halsted St., CHICAGO, ILL. 


: Luffalo’s 


FIRST 


for Regional 


5000 a 
(1000 Watts 
Directionally 


Intensified 
by Night | 
550 


WGR«z 


BASIC MUTUAL 
NETWORK STATION 


PSSST SSS 


New $350,000 Transmitter Plant 


BUFFALO 
BROADCASTING CORPORATION 


Labor Asks One 
Refrigerator Line, 
Minus Brand Name 


Would Limit Production 
to Few Plants and Single 
Model 


Washington, D. C., Feb. 3.—Union | 
representatives have proposed to} 
the War Production Board that the 
entire refrigerator industry be con- 
verted completely to war output 
except for a few plants which would 
produce a small number of “Vic- 
tory” models for distribution by the 
Office of Price Administration 
through its rationing system with- 
out the inclusion of the usual brand 
names. 

The suggestion was made at a 
meeting of the labor advisory com- 
| mittee for the domestic refrigerator | 
industry with Jesse Maury, chief of 
the WPB consumers’ durable goods | 
branch. In addition to AFL and 
| CIO men, representatives of various 
'other WPB divisions and of OPA 
were present. 

The union spokesmen urged that 
refrigerators made for the duration 
of war bear the “Victory” label only | 
|in order to prevent the few firms} 
| licensed to produce this simplified, | 
cut-down model from gaining an 
|economic advantage over other 
/members of the industry. 

It was pointed out that maximum 
war output by the industry depends 
upon the complete cessation of} 
refrigerator manufacture in all but 
the few plants assigned to provide | 
for necessary civilian needs. As} 
long as any refrigerators are made) 
in a certain factory, its assembly 
line must be kept intact, they said, | 
thus making conversion to war) 
production virtually impossible. 


No Brands Considered 


If the committee’s suggestions are 
accepted, WPB would set a yearly 
production quota of a completely 
simplified and standardized refrig- 
erator, taking into account available | 
supplies and minimum consumer | 
needs. The fewest number of plants | 
required to meet this quota would | 
produce them on a 24-hour-a-day, 


seven-days-a-week schedule. The 
| remainder of the industry would 
convert 100 per cent. 

| ADVERTISING AGE learned that) 


| there was no discussion of the plan 
being modified to permit each pro- 
ducer in the industry to put its own 
brand name on a limited number of 
the models, whether produced by | 
| that particular company or _ not. 
| Previous discussions of “Victory” | 
models have not barred manufac-| 
_ turers from keeping their trade 
|names on a proportion of the indus- 
‘try output. In England, where the | 
| “Victory” plan originated, manufac- 
| turers are permitted to keep their | 
| brand names alive in this fashion. | 


| 


_————— 
Kent Study Highlights | 


Brand Preference 


Kent State University, Kent, O., 
has published “A Survey of Brand 
Consciousness and Brand Usage” 
| compiled by its bureau of business 
research under the supervision of 
Harry Deane Wolfe, director. The 


{to serve as 


study traces preference and recog- 


| income and rural families. 


| Results of the study tend to 


nition of brands among middle-class | 


— C/A ———F—Xa—— 
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Here are two wartime advertisements—separated by 24 years—emphasizing somewhat different appeals during the first and 
Gimbel’s, in the copy appearing in the New York Times during March, 1918, offered a variety of stylish 
garments among its tailored suits, hostess frocks, blouses, negligees, petticoats and coats of "soft, indescribable silks.” 
Bloomingdale's, in the current ad at the right, emphasizes that "frilly living, frilly thinking and frilly buying’ are out. 
Bloomingdale's, the copy adds, is "a common sense sensible store, with good goods and modest prices.” 


current world war. 


Admen in the 


Armed Forces > 


Fred Burnside, account executive 
at J. W. Pepper agency, New York, 
is expecting a summons to active 
service soon. 

Lieut. Col. A. C. M. Azoy, for- 
merly promotion manager of Click, | 
House Beautiful and House & Gar- 
den, has reported for duty at the 
U.S. Military Academy, West Point, 
assistant recreation 
officer. 

Reginald W. Lowander, account 
executive at Kelly - Nason, New 
York, has enlisted in the U. S. Naval 
Reserve and will report for active 
duty soon. He has directed the 
Greater New York Brewery account, 
and was formerly advertising man- 
ager of Horton Pilsener Brewing 
Company. 

Edward T. Bottelson, assistant 
public relations director, Russel M. 


| Seeds Company, Chicago, is in active | 


Army service at Camp Grant, III. | 

Ross Merritt, radio department, 
Wallie Schaff, production depart-| 
ment, and George Bamberger, re- 
search department, Henri, Hurst & 
McDonald, Chicago, are awaiting 
instructions to enter the Army Air 
Corps at Kelly Field. Out of a group 
of 100 recruits who took a mental 
aptitude test, Bamberger, Merritt 
and Schaff ranked respectively one, 
two, three. 

Winston I. Grubbs, classified ad- 
vertising department, Miami Herald, 
who recently served four months in 
the Army and was discharged, is 
being recalled to active service at 
Camp Blanding. 

Lieut. Jack Braswell, advertising 
department, Banner-Herald, Athens, 
Ga., has been ordered to duty with 
the U. S. cavalry at Fort Riley, 
Kan. 

Donald W. Phillips, export man- 
ager, LePages, Inc., has entered the 
U. S. Naval Reserve as a lieutenant, 
junior grade. 

Kenneth  E. 


Shaw, production 


has enlisted in the Camouflage Di- 


| vision of the Army. 


Gean Boroughs, who recently or- 
ganized his own agency at Little 
ock, Ark., enlisted in the Marine 
Corps Jan. 31 and left immediately 
for San Diego, Cal. He was for- 
merly with the Arkansas Gazette. 

Sheldon P. Berlow, account ex- 
ecutive at Lewis & Tokar agency, 
Newark, has enlisted in the Army. 
He is with the First Interceptor 
Command. 


U. S. Food Gets 
Own Special Emblem 


The U. S. Department of Agricul- 


ture has adopted a special emblem, 


designed by Walt 
Disney, to be 
used in identify- 
ing U. S. food 
products for 
Lend-Lease and 
territorial pro- 
gram shipment 
and for domestic 
distribution to 
low-income fam- 
ilies. The emblem, an American 
eagle poised on guard over a cargo 
ship, will be available to all food 
processors for use in printing new 
food labels or as a stamp for crates 
and other containers, 

Department officials expressed 
the view that the emblem, to be 
used first for food packaged for 
government purchases, probably 
will be adopted for containers dis- 
tributed in the customary commer- 
cial channels. 


Canadian Government 
Is Top Advertiser 


The Canadian government now 
ranks as the Dominion’s largest 
advertiser, Walter R. Legge, presi- 
dent of the Canadian Weekly News- 
papers Association, told members of 
the New York State Press Associa- 
tion at its recent annual convention 
in Syracuse. 

Mr. Legge reported that the gov- 
ernment had spent $5,000,000 in 
advertising during the past two 
years, and had found newspaper 
advertising most effective, particu- 
larly in explaining to the public the 


|}endorse slogans, with the provision | Manager, Telecast Productions, Inc.,; meaning of new war regulations. 


that the slogans are good, 
| trating with two new slogans, “Self- 
| Starter Breakfast” for Kellogg's 
|Corn Flakes which received only 
|6.2 per cent correct identification, 
jand “The New Anti-Sneeze” for 
|Rinso which received 76.1 correct 
| identification. 


eS 
Prints Business Edition 

| The Cleveland Press published a 
special 12-page “Business Speaks” 
section Jan. 26, which saluted 
Cleveland business and_ industry 
and presented the view of business 
through signed articles by execu- 
| tives and civic officials. The section 
| was in addition to the Press’ regu- 
lar business, realty and financial 
section. 


illus- | 


Joins Griswold-Eshleman 
Capel McNash, formerly in the 
Cleveland bureau of the United 
Press, has joined Griswold-Eshle- 
man Company, Cleveland agency, 
in the press relations department 


Three to Hutzler 

Hutzler Advertising Agency, Day- 
ton, O., has been named to direct 
the accounts of Dayton Bread Com- 
pany, Miami-Jacobs College, and 
Citizens Federal Savings & Loan 
Association, all of Dayton. 
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Lone Ranger Case 
May Also Protect 
Trade Characters 


Jetroit, Feb. 4.—Not only radio 
grams, but trademark and ad- 
tising characters and other ad- 
ve tising inventions have won added 
protection as a result of the recent 
U. S. circuit court of appeals rul- 
ine in the Lone Ranger case, adver- 
tis ng men here believe. 

‘he Lone Ranger decision, handed 
vn by the circuit court at Rich- 
nd, Va., last month, reversed an 
lier district court ruling in the 
case of The Lone Ranger, Inc., vs. 
oO. C. Cox, doing business as Wal- 
lace Brothers Circus, and Lee 
Powell, who played the part of the 
Lone Ranger in a motion picture 
in 1937, and since has been appear- 
ing with the circus, being billed as 
“the original Lone Ranger,” riding 
masked on a white horse and emit- 
ting the distinctive cry, “Hi-Yo Sil- 
ve 
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' . 
precisely 
| unfair competition involving the use 


In the important decision, the cir- 
cuit court said, in part: 

“While the case presented is not 
similar to that kind of 


of a corporate or business name or 
to the ordinary case involving the 
unfair use of trademarks or trade 
names, the principle involved is the 
same, viz., that a court of equity 
should enjoin any form of ‘passing 
off which involved fraudulent ap- 
propriation, through devices calcu- 
lated to deceive or mislead the pub- 
lic, or the business or good will 
which another has built up... . 
Even if relief under the principles 
of unfair competition were confined 
to cases of palming off of goods or 
we think that the case at 
bar would be one calling for relief: 
but we do not understand that 
lief in this class 
limited. ... 

“And we are not impressed by the 
argument that defendants are pro- 
tected in what they have done be- 


sery ices, 


re- 


of cases is so 


cuuse of Powell’s connection with 
the motion pictures licensed by 
plaintiff. The contention that the 


advertisement is true is not correct. 
Powell is not the ‘Lone Ranger’ at 
all. He is merely a moving picture 
actor who took the part of the ‘Lone 
Ranger’ in a motion picture play of 
that name produced long after the 
‘Lone Ranger’ of radio had become 
well kuown.” 

The Lone Ranger, which orig- 
inated at WXYZ, Detroit. is prob- 


ably the most successful feature 
ever developed for radio use. It 
has been used continuously for 


many years, and is currently spon- 
sored in about 100 cities in the 
United States and Canada by Gen- 
eral Mills, American’ Bakeries, 
Western Bakeries, Kilpatrick Bak- 
eries, Buchan Baking Company, 
Holsum Bakery, Ben’s Bakery, Great 
Western Garment Company, and 
Crosbie Fish Products. 


‘Adds Four Stations 


| Shoe polish division of Hecker 

Products Corporation, Indianapolis, 
has added four more stations for its 
“Lincoln Highway” radio show 
heard Saturday mornings over NBC. 
The outlets used for the production 
now total 80. 
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NAL BROADCASTING CO. 
Sales Offices in Washington — New 


~The Business 
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Resolution fo 
Investigate FCC 
Pushed in House 


An interesting indication of what 
is happening as far as availability 
of merchandise is concerned can be 
gleaned from the experience of one 

Washington, D. C., Feb. 5. of the country’s largest mail order 
Carrying out his earlier promise, houses. In October, this organiza- 
Rep. Eugene E. Cox introduced this tion was able to fill 92 per cent of 
week a resolution calling for an in- its ogy oo hi or 

> . , >» > > 
vestigation of the “organization, cent can " filled. The other ; 
, ; . per cent of the goods listed in the 
personnel and activities of the Fed- 2 : “ : 
: 4 » catalog are “out of stock” or frozen. 
eral Communications Commission. 

At the same time, the Georgia 

Dee _— P . P oY 
Congressman told the House that Producers glass containers, 
Chairman James L. Fly of FCC had. Whose production has skyrocketed 
j greatly during recent months 
that they have been politely turning 
potential new customers away, are 


ol 
greeted the report of the threatened ‘5° 
investigation with “great laughter,” 
but that after conferring with other 
FCC members “he took a more seri- | Confident that a glass limitation or- 
ous attitude.” der will follow shortly after the tin 

Rep. Cox told the House that his| order is finally issued. They point 
interest lies “in guarding the| out that aside from raw materials, 
public against the maladministra- there is nothing like the manufac- 
tion of a fine law.” and that he had turing capacity available to take on 
nothing personal against Chairman the avalanche of business which tin 
Fly but “could fill the Record with! is turning loose, and they’re certain 


sole 


pertinent and authenticated ma-| that the government will clamp 
terial that would give Mr. Fly| down on “non-essential” uses of 
something to think about.” glass. Dog food won't be packed in 

He warned his colleagues that glass, even if the manufacturers and 


FCC agents have been assigned to! public were willing to pay for it, 
, contact members of Congress, say-| they say, and non-returnable beer 
ing that “if you have not heard from) bottles will be out too. Coffee, how- 
members of the commission or their ever, Will not be affected by glass 
agents, you will.” He also charged curtailment. Incidentally, the 
Chairman Fly with having “a monu-| differential between the vacuum 
mental contempt” for Congress. coffee tin and glass very small; 
“Mr. Fly would tell you there is| the tin costs about four cents, and 
nothing wrong with the commission glass a fraction more 
and that he has no fear of an in- 
vestigation,” Rep. Cox said, “yet he 


cost 


IS 


The Treasury has turned a deaf 


would leave no stone unturned to ear thus far to proposals that de- 
prevent it.” fense bonds be re-named “Victory” 

The proposal, H. Res. 426, was bonds. Sales are going so well as 
referred to the House rules com- it is that officials believe a change 
mittee, of which Rep. Cox is the would not help and might hurt 
second-ranking member of the ma- Neither will the Treasury turn to 
jority. Another Democratic mem-| high pressure promotion methods, 


ber of the same committee is Rep, having recently rejected an elabor- 
| Martin Dies, who charged Chairman | ate plan submitted by a Chicago 
Fly last week with harboring a agency which was frankly based on 
Communist sympathizer in Dr.) “the traditional dread among. the 
| Goodwin Watson, chief broadeast) American people of being held up 
analyst of FCC’s foreign monitoring to public ridicule and scorn.” 
service. . = « 

| Retailers and newspapers indulg- 
ing in “buy now” scare advertising 
are being told by Leon Henderson 
not only to lay off that appeal but 
to make retractions. As of 
rationing, Henderson. opposes 
strongly all moves tending to make 
widespread rationing necessary 
earlier than it would be otherwise. 


Rankin to the Rescue 


Meanwhile, Chairman Fly found a 
champion in his fellow monopoly 
foe, Rep. John E. Rankin, who op- 
posed the Cox resolution in a House 
speech and lauded FCC as “a great 
agency of Congress officers 
are conscientiously administering 
the law in the public interest—and 
doing a good job of it.” 

Rep. Rankin, who is known as the 


boss 


whose 


Want to take pictures, for use in 
either advertising or editorial pages, 


chief congressional foe of the or plants having Navy contracts or 
“power trusts’ and most ardent equipment used by the Navy? If 
supporter of rural electrification, so, Write to Photographic Section, 
said that at least 90 per cent of the | Office of Public Relations, Navy 
criticism aimed at Chairman Fly, Dept., Washington, for a copy of a 
and FCC “has come straight from newly-prepared bulletin on pro- 
the powerful radio monopoly. That cedure. Unlike the Army, the Navy 
criticism has come because under | permits its district public relations 


officers to 
privileges. 


Mr. Fly, for the first time in his- grant picture - taking 
tory, the commission has regulated 
the industry instead of the industry 
regulating the commission.” 

“Tt common knowledge that 
ever since the FCC, under the daunt- 
less leadership of this rangy Texan, 
began to administer the law without 


Pan - American Coffee Bureau's 
1942-43 advertising appropriation is 
expected to receive a very healthy 
boost upward. Current expenditure 
of $640,000 will probably be swelled 


IS 


fear or favor. the radio trust has to $750,000 for the fiscal year which 
sought to blitzkrieg him,” he said, gets under way April 1. All signs 
“Every attempt has backfired. Mr. | point to continuation of Mrs. Roose- 


Fly has gone his way undisturbed, | Vvelt’s broadcasts over the Blue Net- 
confident that honest administration Work, as well as a regular magazine 
of the law will bring better radio campaign. Latter schedule has con- 
service to the public, and will even- sisted of Collier's, Liberty, Life, 
tually end the unholy dominance of Look, The Saturday Evening Post 


the industry by two New York cor- @nd True Story. 
porations.” 

Rep. Rankin said that he particu- 
larly deplored the offering of a res- 


olution calling for an investigation 


First well-known trademark to 
be ditched as a direct result of Nip- 
pon’s nefariousness “Mikado,” 


Is 


at a time when court action by the| well-advertised for years by Eagle 
“broadcasting trust” is pending, and} Pencil Company “Mirado” is the 
when FCC not only “is bending its new name, and it’s slated for ag- 


energies to aid the war effort in so) gressive consumer promotion start- 
many important ways but also to|ing with four-color pages in mid- 
give all the American people the! March issues of The Saturday Eve- 
benefits of radio without favor or | ning Post and Time. 


discrimination.” 

War Production chief Donald Nel- 
has acted upon the complaints 
: . of manufacturers of implements of 

Norge Heating and Conditioning | | » whe tenve been 1 ro alt toe 6 
, ‘ war ‘ 4 - aTasse IV aCe- 

division of Borg-Warner Corpora- | eae eee Sree Abs 
tion, Detroit, has placed its account | tual or threatened anti-trust cases. 
with William L. Diener, Inc., Chi-| Nelson has discussed the matter 
cago. iwith trust-buster Thurman Arnold, ! 


son 


Norge to Diener 


and while it is understood that Nel- 
did not and will not for a 
suspension of the laws during the 
war, Washington observers expect 
that Arnold will up on war 
producers and concentrate on other 
firms. 


. 1- 
son ask 


ease 


Net Issues Rate Card 


Minnesota Radio Network, through 
its key station, KSTP, St. Paul, has 
issued a new rate card, No. 4, which 
becomes effective March 1. Under 
the new rates, group A on the net- 
work, which includes KSTP, KROC, 
Rochester, KYSM, Mankato, and 
KFAM, St. Cloud, will charge $600 
for one Class A hour. Group B, 
which includes all group A stations 
except KSTP, will charge $200 for 


one Class A hour. 
Mo ILLUSTRATED 
> Annual reports, sales and 
/ market statistics, employee 
manuals, economic and po- 
litical findings illustrated 
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Relute Claim War 
Threatens Life 
of Magazines 


(Continued from Page 1) 

and these are days when our de- 
mocracy needs all its strength.” 

“And so,” the letter went on, “we 
have been asked to address this in- 
quiry to you and ask you to name 
the two or three magazines which 
you believe are playing the most 
important part in American life to- 
day—the two or three magazines 
whose continued publication you 
consider most essential.” Signature 
on the return card was marked 
“optional.” 


Following dispatch of its tele- 
grams, ADVERTISING AGE learned 


today, the National Publishers Asso- 
ciation is issuing a statement men- 
tioning no names, but reporting that 
the sender of the questionnaire 
explained that the act was per- 
formed by “a minor employe” with 
out authorization. 


SUCCESS 


Falstaff, one of the 
great Saint Louis 
beers, will be sold for 
its third straight year 
through the medium 
of KWK sporting 
events. A successful 


selling year is a logical 


expectation. 


ST. LOUIS 


KW K 


—MUTUAL— 


ishould be 


Labeling Rules on 


Sheets Laid Down 
by Henderson 


Washington, D. C., Feb. 3. 
sheets, pillow cases and sheeting 
sold after March 2 must bear a label 
stating the type and class, men- 
tioning that the merchandise is a 
“second” if that is a fact, and in- 
cluding the term “sub-standard” if 
minimum specifications are not met. 

This edict was issued today by 
Leon Henderson as one of his first 
actions following enactment of price 
control legislation and his appoint- 
ment as price administrator by 
President Roosevelt. 
Price Administration acquired legal 
authority through passage 
act to guard against quality deteri- 
oration which might be used to 
evade price ceilings. 

The label edict was 
part of a price ruling by which Mr. 
Henderson set ceilings on sheets, 


|sheeting and pillow cases at levels 
|slightly under current market quo- 


All | 


The Office of | 


of the | 


issued as a | 


tations. Specifications which must | 
be met if labels do not bear the | 
“sub-standard” notation follow 
closely those formulated by the 
American Standards Association. 
30th “sub-standard” and “second” 
goods must be sold at discount 
prices. 


May Set a Pattern 


Specifications cover thread count 
per square inch, tensile strength of 
warp and filling, weight per square 
yard, salvage, width of hem and 
stitches per inch in hem, and the 
percentage of added “sizing.” Pre- 
mium prices are permitted for hem- 


|stitching and scalloping. 


Mr. Henderson said the schedule 
effective in preventing 


runaway retail prices for bed linens, 


j}and urged purchasers to “look for 
ithe labels” and to acquaint them- 


selves with the relative qualities of 


sheets and pillow cases as indicated | 


by the information thereon. 

The order is regarded as typical 
of many others to follow now that 
OPA has legal status and no longer 
has to rely on threats and intimida- 
tions to gain compliance. The order 
does not apply to retailers, jobbers 


or wholesalers, but only to manu- | 


|facturers, converters and finishers. 


Duff’s Gingerbread Mix 


gets Results... 


January 20, 1942 


“Our sales of Duff's Gingerbread Mix in the 
Pittsburgh market were always good (we thought), but 
in 1941 we added a modest spot announcement cam- 


paign over WCAE. 


“With the help of this spot campaign— plus — 
a bang-up WCAE merchandising job in grocery stores, 
our sales soared 74% for the year. December sales 
jumped 141% over December 1940. No wonder we've 


renewed for 1942. 


Write or Phone 


THE KATZ AGENCY a3 

J 
NEW YORK - CHICAGO say 
DETROIT ATLANTA GEN 8 
KANSAS CITY - DALLAS 4 


SAN FRANCISCO 


P. DUFF/& SONS, INC. 


—Sales Manager 


The rates for this department are as follows: 


“Help Wanted,” “Positions 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 


| 
| 


| 


“Representatives Wanted,” and 
Terme | 


BUSINESS OPPORTUNITY 


A—DL—A—S—K—A 
Spells 
OPPORTUNITY 
ADVERTISING 


SALESMAN 


Wanted as Partner 


The Magazine Alaska of Juneau, 
Alaska, offers a ground-floor in- 
vestment opportunity to a_ pub- 
lisher who can sell advertising, 
for it has more subscribers and 
advertisers in Alaska and nearby 
Canada than any other publica 
tion An experienced partner is 
now needed to assume complete 
management, one who can sell 
National Advertising and thor 
oughly exploit the ability of the 
present owner to make circula- 
tion. A trial period will be re- 
quired during which an investi 
gation may be made without in 
Vestment and without necessarily 
visiting Alaska For further in- 
formation send your name and 
address only (on a post card, 
Please!) to Albert Taylor, P. oO, 
Box 1887, Seattle, Wash 


REPRESENTATIVES WANTED 
HVE CATCHERS 
tives in key cities. 
sion Leads furnished, A 
connection for wide-awake advertis- 
ing salesmen, No drawing account 
but commissions paid promptly. 

KY EFCATCHERS, Ln 


wants 


lucrative 


POSITIONS WANTED 
NEED AN ART DIRECTOR, PLUS? 


Draft exempt, employed at present, 
N. Y. agency experience, modern lay- 
outs and all details of an art direc- 


tor’'s job on a campaign-finished work 
if necessary. .. Y. location desired 
Let me show you my “stuff.” 

Box 3613, ADVERTISING AGE, N. Y. 
SALES AND ADVERTISING MAN- 
ager, now employed, exceptional ref- 
erences and record of producing sales, 
Experienced in advertising and in- 
dustrial fields, with advertising agency 
and newspaper 7 


—— 


Palmer Leaves “Times” 


to Head Ruckelhaus 
Theodore De Cue Palmer, 


| merly assistant advertising director 


of the New * 
Times, has re. 
signed to be 
president of 
Ruckelhaus ¢ 
Co., New York 
animated ac ver. 
tising dis; lay 
manufacture: ~ 

Mr. Palmer's 
resignation nd. 
ed 17 years’ as. 
sociation with 
the Times, jur. 
ing which he was 
display class fieg 
manager, loca] 
advertising manager, national ad. 
vertising manager and assistant ad- 
vertising director. Prior to joining 
the paper, he was associate ec itor 
of Export American Industries. 


T. D. Palmer 


Price Ceilings Set 
on Radios, Parts 
The Office of Price Admini: tra- 


background. Age 37, 
married, university graduate, 
utive type. 
tox 3612, ADVERTISING 
Sales Promotion 


AGE, Chgo. 
Manager of large 


metropolitan printing firm wants free- | 


jlance assignments for spare-time 
work Excellent copy, sales letters, 
| creative ideas. Kighteen years good 
experience 

Box 3616 ADVERTISING AGE, Chgo 
PUBLIC RELATIONS? 

| This man qualifies with a most un- 
usual combination of experience; 


|} national 
| writer in 


advertising manager of a 
industry; account executive- 

leading 4A agency; public 
consultant; executive, one of 


newspaper; 


relations 


the country’s top industrial publica- 
tions Metropolitan N. Y. area pre- 
| ferred. Why not talk with him? 

| Box 3617, ADVERTISING AGE, N. Y 
Artist, draft exempt, twenty years 
experience in production of layouts, 
illustration and lettering for direct 
mail and publication, desires perma- 
nent connection on staff of 


Art Service or Publication 
Box 3611, ADVERTISING 
ADVERTISING —PROMOTION 
12 vears successful newspaper dis- 
network Experienced, 

, Seript, 32, draft exempt. 


| Tel, Wisconsin 7-5540 Broadcast Reg- 


|} young 
| in copy, 


representa. | 
Liberal commis- | 


} using 


10 KE. 88th Street, | 

New York City 

HELP WANTED 
| Leading business paper needs a top | 
| flight editorial man, preferably with 
merchandising background, News- 
paper experience also valuable. Give 
full details, in confidence, in first let- 
ter | 
Box 3614, ADVERTISING AGE, N. Y.| 


wEry, me. as % 


Ukpr. capable of taking complete 
charge of Bkpg. & billing department 
12 vears Advertising Agency expe- 


Now emploved. 

3610, ADVERTISING AGE, Chgo. 
Toe That CHICAGO Agwency-in-need of 
man (29), 7 yrs. agency exp 
layout Now working, draft 
exempt 
tox Seok, 


ADVERTISING AGE, Chgo 


MISCELLANEOUS 

Periodical Printing 
We are equipped to handle a 
zine or periodical printing job at our 
Poughkeepsie plant Hoe Magazine 
Press, Saturday Evening Post size, 
newsprint. Address inquiries to 
American Agriculturist Printing 
Plant, Poughkeepsie, New York. At- 
tention—FRED W. OHM 


REPRESENTATIVE AVAILABLE 
Can efficiently represent one = addi- 
tional trade or class publication in 
Mid-West Widely acquainted 
tox 3615, ADVERTISING AGE, Cheo 


PNPA Members 
Agree on Need 
for Rate Boosts 


forced to raise both subscription 
and advertising rates. Those who 
had already boosted rates said they 
met with no adverse reaction and 
that both readers and advertisers 
expected such increases in view of 


Pittsburgh, Feb. 3.— The addi-| the fact that almost everything else 


tional responsibilities which the 
war has placed upon the nation’s 


| 


newspapers occupied the center of | 


the stage here last weekend at the 


| 17th annual convention of the Penn- 


sylvania Newspaper Publishers As- 
sociation. Publishers of the state’s 
daily and weekly newspapers 
pledged themselves to take off their 
coats, roll up their sleeves and go 
to work on the all-out job of help- 
ing win the war. 


| group, 


Speaking on “War and Business,” | 


Leo M. Cherne, vice-president, Re- 


search Institute of America, said 
that newspapers are within the 
“lucky” five per cent of those not 


directly in war production who will 


be able to get material to replace | 


vital machinery. He warned, how- 
ever, that there will be difficulties 
in getting newsprint and in meet- 
ing transportation problems. He 
predicted that newsprint deliveries 
will be irregular, with magazines 
particularly hard hit because they 
use a fine grade of paper. This will 
tend to create a trend toward di- 
version of advertising from maga- 
zines to newspapers, he declared. 
Mounting costs of producing 
newspapers occupied the attention 
of the publishers at their business 
Publishers of dailies re- 
almost unanimously that 


sessions. 


ported 


'they already had or soon would be 


had gone up in price. 
Adopt New Code 


The convention adopted a code of 
ethics for advertising copy. These 
standards of acceptance for copy 
approved by PNPA members are 
the highest ever adopted by any 
according to I. Z. Buck- 
walter, Lancaster Newspapers, 
chairman of the PNPA committee 
which prepared and recommended 
the code. 

Vernon L. Wise, general manager, 
Butler Eagle, was unanimously 
elected president of the PNPA for 
1942, succeeding John E. Person, 
president and publisher of the Wil- 
liamsport Gazette and Bulletin Sun. 
Other officers elected were Cecil K. 
Krewson, Tunkhannock Republican 
and New Age, vice-president, and 
Howard Reynolds, Quarryville Sun, 
secretary-treasurer. 


Adds Leo Kennedy 


Leo Kennedy, formerly with Mc- 
Cann - Erickson’s Detroit office, has 
joined the copy staff of Needham, 
Louis and Brorby, Chicago. 


Holds Convention 

Mail Advertising Service Asso- 
ciation, Detroit, will hold a one-day 
conference at Hotel Statler, St. 
Louis, on Feb. 20. 


Aven if 


AGE, Chego. | 


Salary open but keep it clean. | 


maga- | 


tion has established ceilings ver 
| the prices which manufacturers ‘nay 


| charge for radio and television re- 


ceiving sets, electric phonographs. 
|/and radio tubes and parts. The ceil- 
ings take effect Feb. 9 and replace 
individual agreements with lea ling 
producers. Maximum prices under 
| the order will be the highest figure 
received on Oct. 15, 1941, or the 
three-month period prior thereto. 
The step was taken on the heels 
of a War Production Board order 
curtailing civilian manufacture by 
about 40 per cent for the first quar- 
ter of this year. It is expected that 
a further cut will be made later 
with an almost total blackout of 
civilian production to follow. 


WFBR 


BALTIMORE 
W4JEJ, Hagerstown, Md. 
WBOC, Salisbury, Md. 
Mutual & Maryland Coverage Networks 
Sales Headquarters: 
WFBR Baltimore, Md. 


illions 
for 
OKLAHOMA 
Defense 
Projects 

Make 
OKLAHOMA 
a better bet 


COVER 

this gigantic 
New Market 
with 


/KTU 


TULSA 


KOMA 


OKLAHOMA CITY 


Both 5,000 watts full tim 


Both Columbia Networ 
Affiliates. 


For both see Free & Peters. 
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ADVERTISING AGE 


Advertising in the Test Stage 


BURNETT TESTS MUFFIN 
MIX IN NEWSPAPERS 


Poston, Feb. 5.—The Jos. Burnett 


Company, maker of Burnett’s va- 
nilla, has launched a new food prod- 
uct. Burnett’s muffin mix, with a 


test campaign confined for the pres- 
ent to newspapers of three widely- 
scattered cities. 

The drive is being conducted in 


HAPPY THE BRIDE 


— but happier the Groom — since Dolly 
ysed Burnett’s new MUFFIN MIX 


& Theyre 


* "Re pod | 
Boreters 


wey 88 kee 

9 ie. Beas 
2 UP Mild voperh, 
etn Min 5 


Ask for the convenient neu 


BURNETT'S MUFFIN 1 roue cnoct® 5 
the Union and Republican and 
News, Springfield, Mass.; Reposi- 


tory, Canton, O.; and Journal, Flint, 
Mic! Plans call for test copy to 
run through the middle of March. 
A typical advertisement, 400 lines, 
s headlined “Happy the Bride.” 
Illustrations show how a_ young 


A COMBINATION 


as unique as it is 


PROFITABLE 


Southern New England's fore- 
# most radio station. 


The area that leads all America 
s in spendable income. 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 
The Travelers Broadcasting Service 
.: Corporation + 
Member of NBC Red Network and 
_-- Yankee Network 
Representatives: WEED & COMPANY 
New York, Chicago, Detroit, San Francisco 


, bride, Dolly, uses Burnett’s muffin 


mix to make a batch of golden- 
brown muffins which are “even 
tastier than mother’s.” The box 


and the price, 10 cents, are shown 
at the lower right corner of the ad.| 

H. B. Humphrey Company is the) 
agency. 


OFFERS DEFENSE BONDS 

Chicago, Feb. 5.— With Defense 
bonds as the lure, Carolene Prod- 
ucts Company, Litchfield, Ill. is] 
currently testing the appeal of a 
world-building contest for its Mil- 
| not, described as “a compound of 
evaporated skimmed sweet milk and| 
refined vegetable oil.” 
| Starting with a large-space ad- 
vertisement, copy to run once} 
weekly in the Chicago News, Chi- 
|cago Times and “Downtown Shop- 
| ping News.” The special contest is 
/in addition to regular promotion of 
| the product in newspapers and with 
radio participation and announce- 
|ments in the 18 states where dis- 
| tribution has been achieved. The 
| contest offering $1,800 worth of De- 
| fense bonds, topped by a_ $1,000 
| bond first prize, may be extended 
‘later to markets other than Chi- 
cago. 

The name of Milnot was changed 
over from Milnut in December to 
comply with government regula- 
tions. With the close similarity of 
names, no mention was made in 
copy of the slight change. Henri, 
Hurst & McDonald, Chicago, han- 
iles the account. 


INTRODUCES MACLEAN’S 


Bloomfield, N. J., Feb. 4.—J. C. 
Eno, Ltd., maker of Eno effervescent 
salt, has invaded the tooth paste 
market with a test campaign intro- 


1S 


ducing Maclean’s tooth paste in 
ihe United States. 
Maclean’s, which is advertised | 


widely in Britain and Canada, has | 


not previously been marketed in 
this country. The drive calls for 
newspaper copy and use of radio. 
Starting Feb. 9 for 17 weeks, the 
company will employ § announce- 


ments and participations on Stations 

| KGO, San Francisco, and KNX, Los 
Angeles. Atherton & Currier, New 
York, is the agency. 


Miller to Oil Post 

A. M. Miller, director of adver- 
tising for Chrysler Corporation of 
Canada, Ltd., has been granted 
leave of absence by the company to 
take a post as regional office man- 
ager in Windsor for the Oil 
troller of Canada. 


Advances Nordskrog 

S. B. Nordskrog, formerly Iowa 
district sales manager for C. L. 
Percival Company, Des Moines, 
commercial refrigeration equipment, 
pon been appointed general sales 
manager. 


GIBBONS KNOWS CANADA |i 


—d J. J, GIBBONS LIMITED - 


ADVERTISING AGENTS 


DANIA, 


Where Summer 


the € Jcre ark 
thwa pen shout the 
u Spe 31 low weekly, m tr 
f sthing—boating >| 
en ginment. Cong a1 ater 


DANIA BEACH HOTEL 


19 Miles N. of Miami 


FLORIDA 


Spends the W inter 


flower ast off Ne 
h bath how $2 50 
es » board an ther st 
he evails at th attractive Spa 
NM or bookle 


a} 


Con- | 


| medal 


Paul West Given 
Award for Service 
fo Advertising 


New York, Feb. 6.—Paul B. West, 
president of the Association of Na-| 


tional Advertisers, was tonight 
presented with 
the gold medal 
for distinguished | 
services to ad- 
vertising, at the! 


annual awards| 
dinner held at} 
the Waldorf-As-! 
toria Hotel. 

In addition to 
the top honor, 18 
bronze medals 
were awarded in 
seven other clas- 
sifications, as fol- 
lows: 
or 
in 


Paul B. West 


An series of adver- 
tisements appearing national maga- 
zines—medal award to International 
Silver Company; agency, Young & Ru- 
Honorable mentions: Cannon 
Mills, Ine agency, Young & Rubicam 
The Texas Company ; ney, Newell- 
Kemmett 

An 


tisements 


advertisement 


bicam., 


wane 
par 


advertisement or series of advet 


appearing in hewspapers 


emanating from a manutacturet pro 
ducer, distributor, or institution (but not 
a retailer) operating nationally medal 
award to General Motors Sales Corp 
(Pontiac); agency, MacManus, John & 
Adams Honorable mentions: Philadel 
phia Bulleti agency, N W Aver « 
Son Union Ol Co of California 
agency, Lord & Thomas 

An advertisement seri of advet 
tisements appearing in | il media 


retailer, producer, or 


locally 


emanating trom a 


medal 


an institution operating 
award to Marshall Field & (« Honor 
able mentions Boston & Maine Rail 
road ; agency, Harold Cabot & Co 
Ohrbach’'s awency Grey Advertising 
Ageney Supplee-Wills-Jones Milk Co. ; 
ageney, N. W Aver & So 

An advertisement or series of adver 
tisements appearing in business publica 


tions——-medal award to Continental Can 
Company agency, Batten, Barton, Dur 
stine & Osborn Honorable mentions 


The B. FL. Goodrich 
Griswold-lshleman 
Vacuum (il 


Company ngeney, 


Company Socony 


Company : Agency, J 


Stirling Getehell, Inc 
Association Advertising medal award 
to American Meat Institute; agency, 


Honorable 
Fund of 
Laundry 
and Brorby 

of visual 
typography ) 
Televi- 

N.W 
mentions 
Motor (ar 


Leo Burnett Company men 
(Chicago 


Industry ; 


tions Community 
The 
arency, 
kor 
pres 
medal 
sion & Radio Corporation ; ageney 
Ayer « Hlonoralle 
Bloomingdale's Packard 


(jreater Chicago 
Needham, Louis 
techn excellence 
our, art 

Farnsworth 


al 
entation (lay 
award to 


Son 


Company: agency, Young & Rubicam 
Work 

For technical excellence of copy 
medal award to United Service Organi- 
| zation Honorable mentions Ford Mo 
tor Company: agency, MeCann-lrickson, 
Tr Goodyear Tire & Rubber Com- 
pany; ageney, Arthur Kudner, In 

Advertising as a Social Force medal 
award to Pan American Airways Sys- 
tem: agency, Batten, Barton, Durstine 
& Osborn Honorable mentions Mak 
| fadden Publications Ine Meridal 
Farms: agency, N. W. Ayer & Son 

An advertiser, ageney, broadcast fa- 
leilitvy, or individual, who by contem- 
porary service has added to the knowl 


of radio advertising 


award to Norman Corwin 


edge or technique 


An advertiser, broadcast fa 


agency, 


cility, or individual for outstanding skill 
in commercial program = production 
medal award to Young & Rubicam, In 
for The Aldrich Family program (tien- 
eral Foods Corp.) 

An advertiser, agency, broadcast fa- 
leilitv. or individual for excellence of 
commercial announcements medal 
award to Newell-Emmett Company, for 
Pepsi-Cola Company medal award to 
Ruthrauff & Ryan for American Cigar- 
ette & Cigar Co, (Pall Mall cigarets) 

An advertiser or agency for a com 
mercially sponsored program which con- 
tributes most to the advancement of 
radio advertising as a ocial force 
medal award to Buchanan & Co, for 
Metropolitan Opera Program (The Texas 


Company ) 

For 
appearing 
which 


advertising 
than 
the 


outdoor program, 
market, 


various 


an 


in more one 


best combines use of 
standard outdoor 
medal award to Esso 
MeCann-Ericksor 
poster 


advertising 
Market- 


Classes of 
media 
ers: age 
For 
guished 
award to 
Soap) 
Im 
Insurance 
and Pratt. H. J 
Wh Blair Baggaley, 
For a painted group of 
spectaculars most distinguished by copy 
and design—medal award to The Atlan- 
tic Refining Company ; 


my 
distin- 
medal 
Gamble Co. Clvory 
Advertising 
Aetna Life 
Marschalk 
, agency, 


a series of most 


by its and design 
Pro 
agency, 
Honorable 


Company ; 


py 
“« 
Comptor 


ter 
Si 
mentions 
iwency, 
Heinz Company 
Ir 


bulletin of 


genja- 


agency, 
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HumKo Dainty oil, a vegetable salad 

oil, is introduced to the Memphis market 

with this 620-line newspaper copy, which 

carries a double-your-money-back guar- 

antee. The maker, Humko Co., also pro- 

duces HumKo cooking fat. Simon & 
Gwynn is the agency. 


min Eshleman Company 


For an original research development 
Within the past vear conducted by an 
independent individual or organization, 
not designed or used directly for the 
promotion of any medium, product or 
service medal award to Chester KE 
Haring for an “Index of Local Business 
Conditions Honorabl mentions to 
Crowell-Collier Publishing Company for | 
the “Kighth Annual Automobile Sur 
vey"; to Research Company of America 
for a National Survey of the Brewing 
Industry 

For an original research development 
Within the past vear which has been 
designed or used for the promotion of 
“at advertising mediun ov orvice and 
Which has contributed to the knowledge: 
and advancement of advertising medal 
award to Farm Journal for “A Continu 
ne Study of Farm Family Purchasing.” 
Honorable mentions Columbia Broad 
casting Systen for “CBS Listening 
|} Areas"; New York World-Telegram for 
la “New York Market Merchandise In 
| Ventors Outdoor Advertising Ine. for 
at Continuing Study of Supermarkets 


| and Self-Service Stores 


Set Up Broadcasters’ 
Victory Council 


John Shepard III, president of the 


Yankee Network, has been named 
chairman of the newly-formed 
Broadcasters’ Victory Council, 


formed to coordinate more closely 
the various elements in the nation’s 
broadcasting industry during the 
| war emergency. 

Mr. Shepard will act as liaison 
,officer between the industry and 
government agencies. Other coun- 
cil members are John E. Fetzer, 
| National Association of Broadcast- 
ers; Eugene C. Pulliam, Network 
Affiliates, Inc.; James D. Shouse, 
Clear Channel Broadcasting Serv- 
ice; and George B. Storer, National 
Independent Broadcasters. The 
council named a committee of seven 
Washington attorneys to determine 
any legal questions that might arise 
in connection with the group’s 
work. 


HAVE YOU 
CONSIDERED 


Newsprint 


for your — 


large quantity 
printing jobs? 


BE practical as well as patri- 


otic. Fine printing papers 
are scarcer, darker and costlier 
than formerly. Newscolor — full 
color printing on newsprint — 
does a BIG job equally well, at a 
considerably lower cost. 


Name your kind of business; 
we'll send samples of Newscolor. 


SHOPPING NEWS 


Rewscoler “Division CLEVELAND 


SL 


_ APENNY 


if they can’t hear it. 


NBC AFFILIATE 


gi, fBidivk a soe) SS 
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Texans can't respond to your message 


You need power (and lots of it) plus 
programs (and good ones) to build a 
big, attentive Texas radio audience. 


That's why WOAI has been adding 
power and building prestige with fine 
programs for over 17 continuous years. 


That's why WOAI can offer you such a 
tremendous tuned-in audience. That is 
also why WOAI is the most powerful 
advertising influence in the Southwest. 
Texas is too big for penny whistles. 


WOAI san antonio 


50,000 WATTS -CLEAR CHANNEL 


REPRESENTED NATIONALLY BY EDWARD PETRY & CO. 


WHISTLE 


How could anyone? 
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ADVERTISING AGE 


Hecker Picks Up 
Ex-Dog Food Show; 
Capt. Flagg to B-W 


(Continued from page 1) 
program represents an increase in 
the H-O ad budget and an expan- 
sion of Hecker’s radio activity, since 


spot schedules will be continued. 
Clements Company, Philadelphia, 
which handled the program for 


Modern Food Process, will continue 
to direct it when Hecker takes over, 
though the remainder of the Hecker 
cereal account is placed by Maxon. 
B & W Picks New Show 

Brown & Williamson Tobacco 
Corporation will replace “Wings of 
Destiny,” heard over 83 NBC-Red 
stations, with “Capt. Flagg and Sgt. 


Collins, Miller & Hutchings 


INC. 


Photo-engravers in Chicago 


” 


N 
207 North Michigan Avenue 


Quirt,” until recently sponsored by 
the Mennen Company over the Blue 
Network. The program will be 
heard on the NBC-Red Fridays from 
10 to 10:30 p. m., EWT, for Wings 
king-size cigarets, effective Feb. 13. 

The “Wings of Destiny” broad- 
cast gave away an airplane each 
week to some listener. With the 
advent of war this practice was 
abolished, since the War Depart- 
ment prohibited the sale of all air- 
planes to civilians, except commer- 
cial transports. The Mennen Com- 
pany was forced to drop its spon- 
sorship of “Capt. Flagg and Sgt. 
Quirt” on the Blue Network with 
the Feb. 1 broadcast, due to priority 
restrictions on alcohol and_ tin. 
Russel M. Seeds Company, Chicago, 
is the agency on both programs. 


United Fruit Has News 


United Fruit Company has 
launched “The World Today” over 
37 CBS stations, featuring a round- 
the-clock news story by CBS corre- 
spondents throughout the world. 
The program is aired Mondays 
through Fridays from 6:45 to 7 p. m., 
EWT. Batten, Barton, Durstine & 
Osborn is the agency. 

Gulf Oil Renews 

Gulf Oil Corporation has renewed 
“Screen Guild Theater,’ heard Sun- 
days from 7:30 to 8 p. m., EWT, 
over 80 stations of CBS. Young & 
Rubicam is the agency. 


March of Time Changes 


Effective Feb. 13, 
Time”, sponsored by Time, will be 
heard over the Blue Network Fri- 
days from 9:30 to 9:55 p. m., EWT, 
instead of Thursdays at 8 p. m. 
Young & Rubicam is the agency. 


Music for Lady Esther 
Lady Esther, Chicago, will replace 
the current Orson Welles show over 
CBS starting Feb. 9 with “Lady 
| Esther's Serenade,” featuring Fred- 
|die Martin’s orchestra. Aired Mon- 
|days from 10 to 10:30 p. m., EWT, 
‘over 65 CBS stations, the broadcast 
|promotes Lady Esther face powder, 
|face cream, rouge, lipstick and nail 
polish. A 52-week renewal of the 
program will go into effect Feb. 16. 

Pedlar & Ryan is the agency. 


“March of 


Ba: Kft: hp 


TWO readers are better 


to sell a family article 


things for the children. 


Your 


74 


Messieg 


‘THe SvAR WEEBLY 


than one when you're trying 


. « food, house furnishing. 


advertisement in the 


STAR WEEKLY will be read by an astonishingly high 


percentage of both men and women, 


cation in Canada can give 


circulation, and the 


readers that 


LARGEST CIRCULATION IN nee” i 


UL. S. Representatives: 


New York. Chicago. Detroit, Atlanta. 


percentage of 


the STAR WEEKLY 


No other publi- 
you the vast and growing 
men and women 


offers. 


HIGH READERSHIP 


W ard-Griffith Company. Ine. 


Boston. San Francisco. Los Angeles 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1942, by Advertising Publications, Inc.) 


5-Week 

Period 

ended 
Feb. 3, 1940 
Akron, ©) is Vii 
‘ 


Albany, N. Y. 


Atlanta, Ga. 1,164,093 
Baltimore, Mad 1,762,440 
Birmingham, Ala 1,063,692 
Boston, Mass. 7 1,764,464 
Buffalo, N. Y.... 1,112,279 
Camden, N. J.... 487,530 
Cedar Rapids, la... 367,802 
Charleston, W. Va 783,966 


hicago 111 
Cincinnati, © 
Cleveland, © 
Columbus, © 
Dallas, Tex 


Davenport, la 731,878 
Davton, OO. ... F 1,102,648 
Denver, Colo T55,416 
Des Moines, la. DD4 44 
Detroit, Mich. 1,668,300 
Il Paso, Tex SSS,2586 
erie, Pa ea 710,402 
Kvansville, Ind. S94 024 
Fall River, Mass 282,604 
Flint, Mich a 702,954 
Fort Wayne, Ind var VOT S37 
Gary, Ind ; ; PSU03 
Grand Rapids, Mich T7TO9SO 
(ireenville, S. Cc 592,515 
Hiempstead, lL. I 163,314 
Houston, Tex L54T 301 
Hiuntington, W. Va GOU997 
Indianapolis, Ind, 1305,114 
Jacksonville, Fla. TOO,S62 
Jersey City, N. J. 162,002 
Kansas City, Kan 251,174 
Knoxville, Tenn 831,656 
Little Rock, Ark 731,304 
Los Angeles, Cal 2,225,256 
Louisville Ky 1, 


Lynn, Mass, 
Manchester, N. H 


Memphis, Tenn | 
Miami, Fla. .... i, 
Milwaukee, Wis. 1,3 
Minneapolis, Minn 1,133,529 
Moline-Rock Island 623,224 
New Bedford, Mass 292,152 
New Haven, Conn 865.578 
New Orleans, La 1,755,189 
New York, N Y $855,751 
Brooklyn, N. Y¥ }22,486 
Norfolk, Va 811,132 
Oakland, Cal 712,469 
Oklahoma City, Okla 622,762 
Omaha, Neb $82,420 
Peoria, Il $94,069 
Philadelphia Ia 2,586,049 
Phoenix, Ariz 712,040 
Pittsburgh, Pa 1,705,774 
Portland, Ore S65 008 
Providence, R. I 1.042.614 
Reading, Pa S15,180 
Richmond, Va 928,522 
Rochester N. ¥ 1,200,709 
Rockford 11] HS6 308 
Sacrament (al 641.508 
Sar Antor Tex 625.894 
Sa Diego, Cal S49,156 
San Francis Cal 1,321,384 
Seattle, Wash 1,016,946 
South Bend Ind 34,525 
Spokane Wash 545 868 
St. Louis, Mo 1,422,120 
St. Paul, Minn 835,005 
Syracuse, N,. ¥ DS1,556 
Tacoma Wash 942.416 
Tampa Fla ONT,176 
Toronto, Ont Can 1.432.005 
Troy N. F 168 76S 
Tulsa, OkKla TG .544 
Washington, D. © 2.890.117 
Winston-Salen 70.610 
Youngstown, ©) 701,407 
Total S3. 662.645 
Chicago Sun established Iv 4, 194 
Commercial Appeal published ZN py 


Figures not included it 


5-Week 
Period 
ended 
Feb. 1, 1941 
793,224 
601,746 
1,109,002 
1,858,913 
1,195,584 
1,648,214 
1,169,041 
381,340 


365,13 


TH4 N56 
B07 600 
O18 .458 
£635,901 
Fayaen 
079,867 
816,942 
307.846 


suo 720 


1.650.040 
$s02 


2.160 
$15,555 
SHU SH 
731,101 
654,060 
$05,502 
U7 4,462 


2 SS 286 


x 


Sob {SS 
7 10 
1,267.¢ 4 


1,148 
OST.7US 
S48 Is 


% Gain 


or Loss 


% Gain 


or Loss 


5-Week 
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Jan. 31, 1942 1940 1941 Feb. 1,1941 Jan. 31, 1942 gs Evers 
892,471 + 17.8 $12.5 153,843 179,389 there 
645,834 3.5 + 7.3 111,108 129,314 164 is dir 
1,142,960 1.8 1.7 285,880 236,670 7 Pit} 
2 990 ni an aw sah Ons . fait! 
1,965,236 +11.4 + 5.6 368,155 396,342 
1,245,874 17.1 + 4.2 223,482 252,812 toast t 
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342 1.2 + 2.0 69,412 76,244 rs P 
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= oan baa , =" blacko 
2,297,566 + 2.0 + 2.7 141,494 2 ms 
1,317,028 2.7 0.4 266,810 life 
1,557,726 1.3 3.0 332,507 four-p 
1.129.979 La LOS 223,995 shorta; 
1,634,773 1.2 1.3 337,448 2 the ga 
796,614 S.S 148,582 145,404 2 . 
1,151,426 4 0.9 244,552 239,638 : produc 
776,831 + 2.8 5.2 136,196 145,560 ' skirt ¢ 
94,13 10.4 2.1 108,368 113,298 { war 
1,851,904 9.8 3.7 351,530 397,668 
ST1,S08 1.9 1.9 273,896 165,172 ; 
ype + S 7 2 dig ee 182,686 23.2 Six | 
OLS 93 3.3 9.7 95,762 199,206 LA : 
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SOU 856 29 0.7 140 506 162 ' 
mho466 10 6.7 POL OBS 182.824 
1,330,142 0.7 1 284,124 275,882 
1,067,822 “ le O5 8688 20s “ 
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Grayson’s to Weinberg 


Milton Weinberg Advertising 
Company, Los Angeles, has been 


appointed to handle a radio adver- 
tising campaign for Grayson’s chain 
of 10 women’s apparel shops in 
Southern California. 


Displays Canadian Ads [WAILING SERVICE 


The art department of McCann- 


Erickson, 
a group 


Canada’s department of public in- 


formation 


Canadian war effort. 


New York, 
of posters 


is exhibiting 
prepared by 


on various phases of the 


Multigraphing — Fillinz-in 
Addressing—Mimeogra}'\'0£ 
THE LETTER SHOP, - 


440 8. Dearborn St. Wa 


ish 
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British Use BRITAIN'S “FLAGS OF DEFIANCE" FLY WITH THE GOVERNMENT AT THE HELM GEORGE W. JAAP 


Cincinnati, O., Feb. 4.— George 


NATIONAL WAR EFFORT oy IT's GOOD TO W. Jaap, 53, a founder and partner 
1c; GET GUINNESS in the Jaap-Orr Company, Cin- 
of vertising At OS cinnati agency, oe at his home 


here Jan. 24. Mr. Jaap’s career in 
the sales and advertising field began 
30 years ago as advertising manager 
of the Chicago Electric Motor Com- 
pany. He went with the advertising 
department of the Sherwin - Wil- 
liams Company, Cleveland, in 1914, 
rejoining the Chicago sales branch 
of that concern after service in the 
war. He became associated with 
Procter & Collier, Cincinnati agency, 
in 1925 and nine years later joined 
Lowell Orr in founding the Jaap- 
A glass of Orr Company. 


To!d in Survey 


Every Ad a "Flag of 
Defiance," Brochure Re- 
lates 


Thés ugly mag, yet to be made 
Commemorates the end 

Of ome more mug who sunk his land 
And couldn't name a friend 

But meanwhile (tll the mug is made) 


We'll drink in glasses clear 


(Chart on Page 1) 

New York, Feb. 4.—Advertising 
rece'ved a stirring tribute this week 
as , essential ingredient in the| 
democratic way of life when Lord 
& Thomas offered a comprehensive 
analysis of promotion in wartime 


Our firm resolve to win the day 


ln Bulmer's golden cheer 


Bu/mers 
Cider GUINNESS 6. w. roster 


is a Buffalo, N. Y., Feb. 4.—George W. 


7 FULT. Far 2) Ibs. of apples w every flagon - 7 
Britain, based on a report from its a r . a ’ Foster, for many years a member 
London office. MARCONIPHONE cheerful sight! of the Buffalo Courier-Express ad- 
“Wove > j > "avs 4 eam vertising staff ied Jan. 30 after < 
c te “4 ap y ood me th ¥ S, be Wms aca raves 1m mace (Me "Youve the makings . No woman aes = Btn , emg ool aa ea 
democracy is adver ising, the pres-| in _al ig will ever have peace ey s ill ol 2 o% er, ( was 
entation declared, “a bridge be- of a first-class fos foe thane o4, was formerly managing editor of 
tween the freedom of people to buy ¥. 


; ‘ ‘ the Dispatch, Erie, Pa. 
and the freedom of people to sell. How You can end until she helps this man! 
No Nazi bombing has been able to 


destroy that bridge in Britain. this ‘igarette Kimberly Promoted 


Evers advertisement appearing : ‘= John R. Kimberly, former presi- 
there today is a flag of defiance; US; famine dent of Kimberly-Clark Corpora- 


is direct testimony to someone's} 
faith in the future; is someone's ur. os 
toast to victory.” SDA! pretation 

De pite the fact that drastic \ 
changes have occurred in England, 
the current review of advertising| 
reveals that there has been no 
blackout of the familiar patterns of| 
life. Newspapers are restricted to| 
four-page issues because of the pulp| 
shortage, but advertising copy runs | 
the gamut from frank mentions of Hy with th 
product pinches to messages that 


‘ Because he needs help desperately 
skirt entirely any mention of the aie 4 

ve join the A T ~y 
war. _= o @. 


Cites Six Reasons 


tion, Neenah, Wis., who joined the 
Office of Production Management 
last November as a consultant, has 
been appointed one of three assist- 
ant chiefs in charge of industry 
branches within the Division of 
Industry Operations, War Produc- 
tion Board. He will direct pulp and 
mary wish sustain: te Wii ds 60 iat ik iiasion its Bi wt paper, printing and publishing, in- 
sens. ..\saeld pan toile? Veuhews dustrial and office machinery, trans- 
portation and farm equipment, and 
communications branches. 


These advertisements, reproduced from the Lord & Thomas brochure, show how advertisers are keeping faith with the empire, 
Six reasons are advanced by Lord| Wf of no war, and how the government itself—as the biggest wartime advertiser—makes excellent use of paid space. Short- 
& Thomas for the continuance of ages are not concealed in the first two ads of the top row, while the war figures only in the headline in the center copy. 

| Humor, as in the “Hitler mug," likewise has its place. There's no hint of war at all in many current advertisements, as 
witness the Guiness copy. Reproduced in the bottom row are samples of appeals issued by the Board of Trade, the Air 


Ministry Information Bureau, Auxiliary Territorial Service, and Ministry of Supply. IT'S AMAZING! 
. 


British advertising: copy mirrors’ public thinks very little of German Sets Annual Dinner | $4,974 Per Family 
’ 


the nation’s commercial enterprise| propaganda: 22 per cent are “fed B . Avan \ 
: ; gens ™ , nate OF ureau of Advertising, American 

‘ ; “em: after “e an| up” with Nazi broadcasts; 2 eC! —_ : 
vy that still remains after more th 5, ‘ . tor 1 dts FE cash A . | Newspaper Publishers Association, Connecticut s Effective 
Sy nd two years of war; protects adver-| cent term them “amusing” or “chll= | ii) hold its annual dinner April 23 | 
\\ tisers’ investments in trademarks| dish nonsense,” and 7 per cent) at the Waldorf-Astoria hotel, New | 


WETTED STATES 


‘ * is now 
Buying Income 


ily—almost 
si 4a" during the long interval between “dangerous” or “sinister.” Almost York. Richard W. Slocum, general | ee ae aaeal aver- 
C % pre-war and post-war activity: one-third of the public believes | manager of the Philadelphia Eve- | ee § $2,790. Do a real 
yo" eat \ a. keeps contact with the public’s “blackout depression” is the great-| ning Bulletin, is chairman of the | — b in Connecti- 
re? get gol changing habits: keeps in touch | &St War unpleasantness; 30 per cent dinner committee, which Soe sotting “ Market, by 
‘4 0 e** ry . arin Misi . | Single out air-raids; 11 per cent pointed by Frank E. Tripp, general cuts Major Hartford. 
no" xe? oe xe ™ se with new markets growing up dur- Reait nanelne © eae sued, thn deen | ee of the Gannett Newspapers | using WODORC in Hartto 
Wwe, oF wee C. ing the war; fulfills its responsi- cao 3 th : pe tease and chairman of the ANPA Bureau | Get all 3 on WDRC— 
8° go Bnet? oo? gu bility of maintaining the freedom of °' ™&? 1" the armed forces; and 8) of Advertising. overage, program’ 
er - et? "S 00s wane? the ‘press; and plays an important P& cent shopping difficulties. , i | ‘ , 
got ,\o®? nd* xe role in maintaining public morale. Ise ;overnme 
3° get’ vet wo a , In addition to reproductions of wees ty Coven Cessna to Gardner 
“a se 6 or" eo" ads produced by the London offices) One section of the presentation is| Cessna Aircraft Company, Wich- | 
8 


of leading American as well as| devoted to Britain's largest adver-| !t@. has placed its account with 
British agencies, the L&T study also| tiser, the government, which ac- —— er ao on ie’ St. 
includes data on how the people are counts for 17 per cent of newspaper count enaeutive. a 
living, working and spending under advertising linage. Government ; 
the wartime economy. Public opin- copy is created and placed by regu- 
ion on the war, as indicated by lar agencies, with each ministry 
fa | polls, is also reported. selecting its own agency for indi- 
Lane, New York, N. Y Forty-seven per cent of the Brit- vidual campaigns. Even such a 
CHICAGO Manteten | ish population believes the war will Major announcement as that deal- 
; last two years; while 22 per cent ing with clothes rationing was 
say from three to five years. The| handled through paid space. 
oie Regarding the effect of govern- 
ment advertising, L&T observes: 
W | nabs public is developing strong 


habits of studying advertising col- 
: umns for instructions and advice; 
TH for advice of utmost importance in 
7 their lives. The effect of this on 
he future of advertising is incal- 
> ° ° : 
au is the modern vickest wa culable but very real. Advertising, NEA 
> gq like everything else in Britain, is R In the it of K 10 ak 
} ’ . . winning war honors. It is setting EVERYTHING Cit 4 . es 
Today, there's a one best way in everything. new high standards for ‘tself on On U.S. No. 17 136 Modern Rooms. Finest 
j Faithorn COMPLETE SERVICE offers the best way to many fronts. With the rest of the FLORIDA No. 2 Dining Room. Fireproof, s: 
> produce the mechanical requirements of your nation, it looks forward to victory In the heart of Se ’ 
' advertising. This service consists of (1) ad-setting and to the heavy tasks of peace— WINTER HAVEN _ heat. Full privileges. 2 sporty golf courses. 
° ‘ ’ with a new measure and a new 4 miles from beautiful . 
> (2) engraving and (3) printing, with art work and understanding of strength.” | CYPRESS GARDENS Planned Social Program 
we Copies of L&T’s “What Is Life Near Bok Tower Rates from $2.50 per day European Plan. 
d layouts all under ONE roof. Only satan contact Like ... with the Enemy Less Than Close to Orlando, 
and ONE order necessary. If you are interested |Twenty Minutes Away?” may be Tampa. —- ‘s For FREE Illustrated folder write 
° ° ° ° — _ agenry’c ine of | Orange an rapetru 
in securing the best kind of production needs secured from the agency's office at| Capital George A Andrews. Owner 
at a saving of TIME, MONEY and TROUBLE, th ae ee eee ee 
a saving , an , the 


~~ time of times to use Faithorn certainly is now! 


THE FAITHORN CORPORATION 
Ad-Setters e Engravers e Printers 
504 Sherman St., Chicago Phone Wab. 7820 


OTEL 


Hayden Heads “Click” 
Harry Hayden, advertising man- 
ager of Click, New York, has been 
elected president, succeeding Robert | 
Rogers, editor, who has resigned. 
Mr. Hayden will continue as adver- | 
tising manager, and Walter Dorwin 
Teague will continue as supervising 
| editor, with John Whiting as man- 

aging editor. 
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Gets Media Post 


appointed Doris pt as assistar 
media and radio director. 


adage y+ hag .. Ford Dealers Use 


| hei Ko 


To cover this prosperous 
American Sleriet, bt USE — 


EL MUNDO 


already been launched in news-| plans call for copy to appear during 
papers. In Milwaukee, full-page|the remainder of February and 


Co as Com an copy in the Sunday Milwaukee|March in the Chicago Herald- 
| | Journal and a half page in the| American, News, Sun and Tribune, 


. 7 Milwaukee Sentinel emphasized the | with the possibility that it may 

R d f) current car conservation theme and| continue into the second quarter. 
Qa 1e$ rive reminded owners of the dealers’! Similar advertising is to be run in 
budget plan for parts, labor and|down-state Illinois newspapers by 

(Continued from Page 1) accessories. A list of the authorized | individual dealer groups. Dealers of 

and only final approval of company | |dealers in Milwaukee, Milwaukee} other states are expected to use the 
officials is needed to start the bail | County and throughout the remain-| same car conservation-easy budget 


rolling. Tests have been run in| @? of Wisconsin was carried at the! theme. 
Benton Harbor and Louisville and,| P°ttom of the ad. 
ISSUES NEW GUIDE 


it is understood, copy of an unusual | Chicago Papers Used 


son for > elena dealer commit- | service costs no more.” The budget, 
tees in Ford branch territories has| plan also is mentioned. Current} 


| Write for rates and specimen copies nature may break within a fort-| Detroit, Feb. 5.—General Motors’ 
: night. Dealers of Chicago and Cook] newest contribution to American 
_ ALL AMERICAN NEWSPAPERS, Rep. Inc. While Maxon will handle the| County inaugurated a new cam-|auto owners, a 65-page 


420 Lexington Avenue, New York 


company drive, copy prepared by 
the Chicago office of McCann-Erick-| 6 


paign today with copy 2 columns by/ called “The Automobile 
inches, headlined “Our expert! Guide—with Wartime Suggestions,” 


FROM RUBBER to 
SHANK’S MARE 


A REVIVAL of the lost American Art of walking 


is with us again. 


Not only will this “harden up” millions of “soft 
shanks” to the tune of better health, but it marks a 
definite and important change in the buying habits 
of consumers. 


Now, more and more will Mother be heard saying, 
“Johnny, run down to the store and get a loaf of 


bread.” Now, less and less telephoning or jumping 


into the car, and more and more walking to the stores. 
While in the past most of the Average American 
family’s time has been spent in and around the Home 
Naborhoods, and a large percentage of the daily pur- 


dni at retail going into the home have been made 


in the stores in the Naborhood Shopping Centers, 
now even more and more time will be spent by the 
members of the family in the Hlome Naborhoods, 
walking to the stores, to the schools, to the churches, 
the movies, than ever before, which means more and 


more buying in the stores in the 28,000 Naborhood 
Shopping Centers. 


The Criterion organization for nearly thirty years 
has been studying and operating in these Naborhood 
Shopping Centers—the amoebas—the first buying and 
social cells of the nation. We have spent the necessary 
time, money, and intelligent effort to know WHERE 
they are, HOW many in a given market, WHAT the 
nationality and buying power of the consumers are in 

each Naborhood Shopping Center, and more impor- 
tant, by long experience, we know Wuy it is that 
a product or service will sell in certain naborhoods 
while other products or services cannot be sold there 
profitably. Also, remember our organization could 
hardly have been calling on thousands of retail store- 
keepers every year for nearly thirty years without 
becoming old friends with those who distribute in 
retail markets. 

Criterion has a patented poster display (8 ft. by 
4 ft.) which we attach to retail business buildings 
on busy corners at eye level in any market in the 
United States and Canada, and on which a litho- 
graphed poster, often of as many as 10 or 12 colors, 
is dry-posted once a month. 


CRITERION 


TORONTO BOSTON 


NEW YORK 


ADVERTISING 


CLEVELAND 


Criterion builds for each advertiser a tailor-made 
showing of Criterion displays so that the advertiser 
may sell and advertise in the Naborhood Shopping 
Centers where the consumers are of just the right 
nationality and buying power to naturally purchase 
the advertiser’s product or service, and so that the 
advertiser may keep his advertising out of the Nabor- 
hood Shopping Centers not right for his product or 
service. 

Now, Criterion offers advertisers three outstand- 
ing buys as a consumer medium: 


As J. D. Buhrer, Vice President of the Corn Prod- 
ucts Refining Company once said, “I like Criterion 
because it is a consumer medium where I could buy 
one single display and be sure it is doing a job.” 
Criterion’s selectivity and flexibility is unique 
and outstanding in consumer media. 


(2) Criterion is that consumer medium which is 
closest to the tuneful ring of the cash registers in 
the thousands of retail stores. 

(3) At 334¢ per 1,000 consumer circulation (per 
Daniel Starch Survey), pedestrian circulation 
only, Criterion is low cost to the nth degree. 


Some of our friends tell us that the base rate unit cost 
of a Criterion display of $3 per month, or 10¢ per 
day, is too low. We intend to keep it there if possible, 
although our costs are going up all the time just as 
they are in your business. 

Yes, our business is good right now, although we 
are getting to the point of fulfillment in several mar- 
kets for several products, which complies with our 
Criterion policy of never placing competing adver 
tising on the same location. We have the time to work 
for other advertisers of the same high standing as 
those using Criterion now, so we shall be glad to 
furnish you any information you or your advertising 
agency may request from us. 


Sincerely yours, 
Tj 7 


PRESIDENT 


COMPANY, INC. 


CHICAGO 


SAN FRANCISCO 


—_— —_—— 


DEALER COPY _ 


Oe ob Great Des emerge Ge he 
oo peg 6 ey toe ter ee 
Cd ee 


ee ee ~> 


Ford dealers of Milwaukee and Wisco sin 
took full and half-page space in Mil. 
waukee Sunday newspapers offering ex. 
pert service, plus necessary Ford parts 
and accessories to car owners during the 
emergency. Smaller space is being used 
by dealers in other Midwest area:. 


| started rolling off the presses this 
| week. 

The booklet was prepared by the 
corporation’s customer research de- 
partment, under direction of H. G 
Weaver. Its major objective is “to 
help conserve the tremendous na- 
| tional resource’ represented in 
America’s privately-owned automo- 

biles,” while serving also to pro- 
mote dealers’ service business. Ini- 
tial printing consists of 1,000,00( 
copies and plans call for an addi- 
tional 4,000,000, to be distributed 
first to dealers and then to owner: 
of GM and all other makes of cars 


Sanford to “Sun” 


James E. Sanford, previously a: 
account executive with N. W. Aye 
& Son and Doremus & Co., has beer 
named manager of the merchandis- 7 
ing service department of the Chi- 
cago Sun. 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


CONTAINER TO LAUNCH TANK—OF PAPERBOARD 


Except for the fabricated box which houses the imposing-looking gun, this tank 

was built of corrugated and flat sheets of paperboard and will be used this 

spring in advertising of Container Corporation of America. The designer, 

Libby Lovett, was formerly with N. W. Ayer & Son, agency in charge. Ads are 

scheduled for Business Week. Container copy also is appearing in Fortune and 
Time and an augmented list of business papers for 1942. 


TALK OVER FLORISTS' AD DRIVE 


> 


Ernest S. Simmons, chairman of the sales and advertising committee, Florists’ 

Telegraph Delivery Association, looks over 1942 advertising plans for the flowers- 

by-wire organization in Toronto. At his right is George W. Davis, vice-president 

and manager of Young & Rubicam's Detroit office. Standing are H. T. Worden, 

Y & R account executive, Detroit, and Stuart Smith, manager, and Frank Good- 
man, account executive, Y & R's Toronto office. 


OFFICIALS AND JOBBERS "UNVEIL" SCHLITZ SIGN 


ees Mag 


Secutives of the Jos. Schlitz Brewing Co. and jobbers take their hats off to the 
"tw electric spectacular shown here, now the largest on the famed boardwalk at 
Atlantic City. In the group are (left to right) Joseph Ullrich, sales manager, 
"war: Crescent Co.; Allen Borgert, Gillhouse Beverage Co.; Thomas Fornataro; 
"ck Edstrand, district sales representative for Schlitz in Philadelphia; S. A. 
t, district sales representative in New York; Thomas Fleming, Fleming & 
McCarg Co.; and Theodore Rosenak, merchandise manager for Schlitz. 


READY FOR ACTION 


Blue 
this 


and white striped denim went into 
wartime suit modeled for Jeeps, 
Inc., at the apparel market now under- 
way in Chicago. Trouser cuffs button 
snugly—to guard against the danger of 
catching in machinery along the factory 
assembly lines. (Story on Page 8.) 


IN MAGAZINES 


“ye 
AiResearch 


eee MEANS FESEARCH IN Ath 2 Oe 


Although its entire output is now of a 
military nature. AiResearch Mfg. Co. 
division of the Garrett Corp., has sched- 
uled a series of advertisements in Col- 
lier's, Fortune, Life and Time, emphasiz- 
ing the aircraft industry's ability to 
outpace the enemy and guarantee future 
peace. The Essig Co., Ltd., is the agency. 


Three Franks—Frank Russell, vice-president of NBC in charge of the Washington 
division; Frank Mullen, executive vice-president of NBC; and Dr. Frank Black, 
NBC musical director—and Mrs. Russell and Mrs. Mullen were snapped by the 
cameraman while enjoying the festivities at Cafe Society Uptown, New York. 


INTERNATIONAL DISPLAY TIE-UP 


TELEGRAPH YOUR RESERVATION VIA.. s 


This display, cooperatively drawn up by Postal Telegraph Corp. and the Tourist 

Office, Province of Quebec, Canada, has been posted in each Postal Telegraph 

office in the United States to promote tourist travel to Canada. The promo- 
tion was handled by Lee Howard Advertising, New York. 


PHOTOMURAL FOR PUBLISHER'S OFFICE 


An 8 by 22 foot photomural shown here in part, depicts the evolution of books 


and magazines published by Ziff-Davis Publishing Co., Chicago. It covers one 
wall of the reception room in the company's new headquarters at 540 N. Michigen 
avenue. 


EXTEND VIMMS CAMPAIGN THROUGHOUT NEW ENGLAND 


VITAMINS help us feel fit! 


y 


Guaranteed b 
Good Housekeeping 


Lever Bros. Co. tested the pulling power of outdoor painted bulletins in Providence and Cleveland last fall for Vimms, pop- 


ular-priced vitamins. 
posters. 


Following a survey, the company is extending the campaign throughout New England, using 24-sheet 
Miniatures are being used as merchandising tie-ups in retail outlets. 
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POPULATION INCOME TAX RETURNS 


m4 8. Census) (Editor and Publisher 1941 
Market Guide) 
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